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Advertisers! ‘ 


THE PHILADELPHIA RECORD will issue a 
special number in your interest, on our regular 
Book Day, Friday, December Seventh. 

This is for the advertising of your holiday 
books. If you have your publications on sale in 
Philadelphia you will reach the greatest number 
of buyers by using THE RECORD. 

“ This ts oorrect.”—Oscar Herzberg, 
Editor of *‘ Printers’ Ink.” 

The BOOK RATE is but fifteen cents a 
line, wtth no restrictions. 

If you have business acumen enough to be 
represented in this issue you will send your ad- 
vertisement to the Advertising Manager and your 
books for review to the Literary Editor at once. 
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The Road To Prosperity 


IS BY THE 


Brooklyn ‘L’ Railroad 


Advertisements which make a lasting 
impression are the successful kind- 
that’s real elevated car advertising of 
course. 

The large size of the cards (16x24 inches) 
allows the advertiser to create novel 
and artistic effects. Shoppers are face 
to face with these alluring advertise- 
ments. During the ten and fifteen 
minutes or more ride they have plenty 
of time to study them. And they do 
study them! See who uses Brooklyn 


“LL” advertising. That tells the story. 


GEO. KISSAS1 & CO., 
253 Broadway, New York. 


15 BRANCH OFFICES. 


Written by Ferdinand Luderer, Detroit, Mich. 
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IN BUFFALO. 


A newspaper man of Buffalo 
‘ontributes the lines that follow 
1 his conception © f the advertis- 

situation in Buffalo: 

BUFFALO, Noy. 10, 
The two most important 
in the local situation 
the reduction in the price 
Express, a morn ng paper that has 
sold for two cents for the last 
eight years and more, and which 
immediately after McKinley's 
lection, to wit, on Thursday of 
that week, reduced its price to a 
cent; and secondly, the attitude 
assumed by the proprietor of the 
Courier and Enquirer in demand 
ing that advertisers making 
tracts with the Courier shall 
contract with the Enquirer for 
amount of space at an 
creased rate. 

The reduction in the price of 
the Express was a direct result 
of McKinley's re-election. Had 
3ryan been elected it would have 
remained at two cents. The other 


ng 

I1Qoo. 
items 
first, 

of the 


are, 


con 

alsc ) 
the 
in- 


same 


morning paper of large circulation, 
the Courier, has sold for a cent 
for three years or more, having 
been the first one-cent morning 
paper in Buffalo. Before coming 
into the hands of its present pro 
prietor it sold for two cents, the 
same as the Express It was a 
year or so behind the E-press, 
however, in reducing its price 


from three cents to two cents, and 
result the /.rpress for several 


years had almost a monopoly of 
the morning street sales as well 
as bulk of the carrier circula 


tion. The reduction in the price 
of the Courier, however, stimu- 
lated street sales to such a degree 
that, while the Express did not 
lose circulation appreciably, the 
Courier made ranid gains and 
the morning street cars were 
filled with passengers reading the 
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Couricr while the Express was 
seen only in the homes. 


| learn that in the two days that 
the reduced price of the Express 


has been in eftect heavy inroads 
on the Courier’s circulation have 
been made. One agent on the 
Kast Side, where the workingmen 
have their homes, reports that he 
has cut off 600 Couricrs and added 
that number of /irpresses to his 
daily order. Sim lar reports come 
from other sections, and the street 
cars this morning were filled with 
men reading the /i.rpress, in the 
proportion of about two of that 
paper to one of the Courier, Re 
ports received from the suburban 
towns indicate largely increased 
sales of the Express as well. No 
statement of increase has yet been 
issued by the Evpress, Be it 1s 
probable that they will make no 
statement for a month or more, 


but advertisers are agreed that the 
reduction will effect an increase of 





about 100 per cent in its circula- 
tion, which has been in the neigh 
hborhood of 13,500 for some years 
Zhe Couricr has claimed a very 
much larger circulation and prob 
ably has been selling about 20,000 
copies daily. The Express an 
nounces that it will improve its 


quality as a newspaper rather than 
edeteriorate on account of the re 
duced price, and has already add 
ed the Sun’s special telegraph and 
cable service to its regular Asso 
ciated Press reports, bes'des fresh 
ening up some of its departments 
and in other ways showing that it 
intends to continue the effort to 
make the best paver in Buffalo 
One result of this new pol’ey on 


c 


the part of the Express is the 
closing yesterday of a large annual 
contract with the H. A. Meldrum 
Company, one of the large depart 
ment stores here, which had her¢ 
tofore used only the Sunday 
edition. Other larg: advertise rs 
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who have not used the Express 
in the past are also figuring on 
large contracts for space, and the 
indications are that several of 
these will soon be closed at rates 
no higher than in the past. 

On the other hand several of the 
advertisers who have used the 
Courier to the exclusion of other 
morning papers in the past have 
dropped out and refused to renew 
their contracts on account of what 
they term the arbitrary methods 
of the proprietor of that paper in 
demanding that they must use the 
Enquirer as well as the Courier 
if they are to continue to do busi 
ness with him. The Enquirer is the 
afternoon edition of the Courier. 
Both papers sell for a cent, and the 
carrier delivery of both papers to 
one address costs but 30 cents a 
month. The Courier’s standard 
rate has been $15 a column. They 
are demanding of advertisers 
whose contracts expire that they 
shall take the same amount of 
space in the Enquircr as in the 
Couricr and pay $25 a column for 
the two papers. As the Enquirer's 
circulation is a pete 8 it mythical 
quantity, consisting of down-town 
street sales, that are duplicated by 
the News and Times, the other 
two one-cent afternoon paper's, 
and of heavy claims by the circu- 
lation department of the Enquirer, 
the advertisers object very strep 
uously to this attempt to force 
business into the Enquirer. So 
seriously do they object that many 
of them have refused to renew 
their contracts with the Courier. 
I saw to-day a list that had been 
prepared by a man well informed 
on the advertising situation here, 
of advertisers who had dropped 
the Courier on acount of this de- 
mand for more money for space in 
both papers. The list includes 
such large advertisers as the H. 
Meldrum Company, department 
store; Household Outfitt'ng Com- 
pany, furniture; Altman & Co., 
manufacturing clothiers; Bing & 
Nathan, furniture: | Desbecker 
Bros., clothing; Hanan Shoe Com- 
pany, and Weed & Co., hardware, 
the oldest business house in this 
city, established in 1818. 

Inquiry at the offices of the 
firms named revealed the fact 


that my informant’s information 
was correct, and that they had all 
abandoned the Courier because of 
its arbitrary demands. Several of 
these advertisers have never used 
the daily Express. but are prepar 
ing to do so now. One of them 
Mr. Desbecker, says ?: theadver 
tising manager of the Courier and 
Enquirer came to him and_ in 
formed him that after the expira 
tion of his contract he would hav: 
to take space in both papers and 
pay $25 a column for it. He re 
plied that he could not do it, tha 
he did not think it was worth it to 
him. The advertising man then 
said: “But you need our circula 
tion and you can’t get it withou 
taking space in the Enquirer.’ ; 

“You ordered a suit of clothes 
here the other day,”’ said Mr: Des 
becker. “You can’t have them wu 
less you buy an overcoat too.” 

Sut I don't need an overcoat 
said the advertising man 

“Neither do I need the / 
quirer,” said Mr. Desbecker 

“Tl get my clothes somewhe: 
else and you can keep the suit y 
have made for me,” replied tl 
advertising man. 

“That's just what T’ll do,” said 
Mr. Desbecker, ‘‘and you can keep 
the Courier and Enquirer and I'll 
advertise somewhere else.’ 

Mr. Desbecker cancelled his c 
tract at once, and his advertising 
has uot appeared in the Courier 
or Enquirer for several weeks. 

Aside from the Express ani 
Courier there is another morning 
paper, the Review, which is a bid 
der for a share of the advertising 
patronage, but does not seen 
get much of it except in some 
special lines. The Review 
two-cent paper, with a circulation 
in the reighborhood of 10,000. It 
publishes the official proceedings 
of the city common council and 
of the county board of super 
ors, and also the advert’sements 
for bids for city work, etc. It also 
makes a specialty of the class of 
advertising known as “legals.”’ and 


has a great many of that sort of 
advertisements. It makes a spe 
cialty of report ng court news 
real estate transfers and excerpts 
from the county clerk’s records 


o 


It has the Sun telegraph servic 
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and prints local news very briefly. 
It has a circulation chiefly among 
lawyers and real estate dealers, 
with some suburban and rural cir- 
culation on account of its market 
reports. In many respects it ap- 
peals to the class of people who 
find the New York Journal of 
Commerce valuable. The general 
advertisers, however, have not 
taken very kindly to the Review 
as yet, although it is reported that 
they are likely to close some large 
contracts soon. 

In the afternoon field the Even- 
ing News maintains the lead both 
as to circulation and quantity of 
advertising carried, although its 
rates are nigher than any other 
paper here except the Sunday 
edition of the Express. The 
News has a standard rate of $25 
a column. On Thursdays, when 
the bargain day advertisements are 
printed, the News usually displays 
about 8 o'clock in the morning 
a sign bearing the inscription, “‘no 
more advertising received for to- 
day’s issue,” and no amount of 
“pull” can effect a violation of that 
rule. On Fhursdays the News is 
twelve pages, on other days eight 
or ten, according to pressure of 
advertising and news. Its circu- 
lation is above 50,000, and is prob- 
ably as large as could be obtained 
by any paper in Buffalo. Its 
“want ads” are a feature, both in 
helping its circulation and adding 
to its revenue, and the want col- 
umns continue filled in spite of the 
offer of free publication made by 
other afternoon papers. 

The Times also gets a fair share 


of the want ads, at a somewhat 
lower rate than the News. The 
Times is now carrying a fair 


amount of other advertising, and 
its circulation does not fall off any, 
although no great increase has 
been recorded for some years. It 
is the Democratic party organ of 
this part of the State, its pro- 
prietor, Norman E. Mack, being 
the member of the National Com- 
mittee of that party from New 
York Stat2. Through _ political 
channels the Times is believed to 
derive a considerable revenue. 

The other afternoon newspaper, 
the Commercial, is the only paper 
sold for two cents in the after- 


noon. It is the oldest paper in 
Buffalo and the most conservative. 
Its circulation is in the neighbor- 
hood of 10,000, and is of a class 
that cannot be taken away from it 
by any effort. Its readers are the 
class of people who have the most 
money to spend and who want 
high-class goods only. Conse- 
sequently, the highest-class stores 
find it profitable to advertise in the 
Commercial, although its rates are 
as high as those of other papers 
with much larger circulations. 
The Commercial is popularly con- 
sidered a gold mine, as it is ad- 
ministered on an extremely 
economical basis, and has a large 
job printing plant. 

Buffalo is going to hold a Pan- 
American Exposition in 1901, and 
every business man and all the 
newspapers are figuring on largely 
increased business for next year, 
a consideration that affects the ad- 
vertising situation in many ways. 
The most recent estimates of the 
expected attendance at the ex- 
position are in the neighborhood 
of 15,000,000, and the general be- 
lef is that the visitors will have 
much more money to spend than 
those who visited the Chicago 
World’s Fair in 1893 had. There 
are several advertising propositions 
directly connected with the ex- 
position that are worth a separate 
chapter, and in another letter I 
will tell about them. 


+e 
ILLUSTRATED TESTIMONIAL. 





I HAD A SEVERE ATTACK OF GRIP, 














MAGAZINE PUBLISHERS 


AND EDITORS. 
By H. P. Stanton. 
Why is it that publishers can 


get advertising for almost noth- 
ing when other people have to pay 
money for advertis.ng space? 
Any one who looks at the “‘lit- 
erary columns” in the newspapers 
can see that the editors give topub- 
lishers space out of all proportion 


to benefits received. A dollar 
book, costing the publisher, with 
postage added, maybe’ twenty 
cents, commonly gets a three or 
four-inch notice—or  advertise- 
ment. A ten-cent magazine gets 


ten or fifteen lines in papers that 
would charge a grocery man or 
a butcher fifteen cents a line for 
an ordinary puff. To be sure, pub- 
lishers argue that literary notices 
are news, of interest to the reading 
public, but butchers m‘ght argue 
that an announcement of a_bar- 
gain sale of lamb chops is also 
news of interest to the eating pub- 
lic. which outnumbers the reading 
public three to one. 

Editors have always been so 
generous to publishers that the 
men who make books and maga- 
zines have come to expect gen 
erosity as a matter of course 
They make extraordinary demands 
for space, and what is more extra 
ordinary still, they get the space 
Witness, for instance, the modest 
circular now being sent broadcast 
to newspapers by the enterprising 


publishers of I/cClure’s. It says: 

We inclose you herewith copy of 
McClure’s Magazine announcement for 
the coming year. 


The announcement inclosed is 
an advertisement of nine and a 
half inches, double column, and 
no printer, however idle, could 
afford to put it in type, with the 
“boxes” it contains, for less than 
two dollars cash. The circular 
foes on: 
presume you 
present exchange 
kindly print the inclosed 
later than December to 
receipt cf marked copy of your publi 
cation containing this prospectus, your 
name will be O. K.’d on our list and we 
will continue sending you the magazine 
The. stthscription price of Mc 
Clure’s is one dollar a year. Any 
publisher can buy it for eighty-five 


desire to continue 
arrangements. If 
prospectus 
Upon 


the 


not 
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cents a year. For eighty-five cet 
worth of magazine, therefor 

publishers of McClure’s expect to 
get two dollars’ worth of type- 
setting, to say nothing of the ue 
of the newspaper space which thei: 


advertisement will take up. And 
strange as it may seem, in count 
less cases their expectations will 
be fully realized 

3ut their enterprise dos not 
stop there. The circular 
tinues: 

We willl also send you our 
literary notices, which we trust 
use liberally 

In other words, the edito1 
ing paid already for his T's 
numbers of the magazine twent 
times their value, is expected 


give each number as it appears ; 
reading notice, in each cas« | 


from ten to twenty times tl 
of the magazine. 

The publishers of Met 
however, are not ungrateful pe 
ple. They say: 

Due appreciation will be é 
ind every addit I 





with 





is during the comi 
sure to send us < 
issued, o1 
ch our 








words 
editor will generously 
worth additional advertising 
occasionally, without returt 


other 


In 


f> 
t> 


regularly 
interestir 


kind, and will 
WUcClure’s his 
valuable paper free of chars 
helpful generosity wll be d 
preciated and lawful cre« 

be given to this ‘“‘exchans 
count. To make sure that he will 
understand exactly what 
quired of him, in the way of spa 
and “boxes,” the McClur ; 
pany adds a postscript: 

P. S.—Please foilow copy 
ossible in setting up the 
that is, its general stvle and 

The McClure Company 
the only one. The publ 
other magazines make offers whicl 
are quite as liberal. With sucl 
golden opportunities thrown | 
fore them broadcast, why 
editors are ever poor? 

eal: 

PerHars money talks, but 
averse to holding conver 
merchants who never advertis« 
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A Brief Recapitulation of the 
Methods Employed by the 
) Des Moines Daily News in 
Proving its Circulation. 


The Des Moines Daily Newsenjoysthe distinction of having 
proven its circulation by the best and most satisfactory methods 
employed by any tewspaper inthe world. Here are someof 
the proofs it has furnished: 

1. For the best part of five years every issue of the Daily 
News has publishe in bold type on the first page the exact num- 
ber of the p.ecediang day’s issue. 





f 2. The Daily News was one of the first papers to submit to 
P0- the examinations and reports of the Advertisers’ Guarantee Com- 
pany as to its actual paid circulation. 

3. Committees of Des Moines advertisers representing the 
firms of Younker Bros., C. L. Kahler & Sons, Harris-Emery (o., 
Frankel Clothing Co. (now conducting a department store), 
Simon Clothing Co., L. Trepanier Co., L. Harbach, J. C. Painter 
& Soh, Utica Clothing Co., Blotcky Bros. and other large houses 
have made repeated examinations of the circulation of the Daily 
News and certified over their own signatures to the correctness 
th of the Daily News circulation statements. 
$20 4. The Central State Bank, of Des Moines, guarantees the 

“¢ correctness of all the Dasly News circulation statements by bond 
of $1,000. 





5. The Mahin Advertising Co. of Chicago has this year sent 
an expert to Des Moines who examined the circulation of the 
nis Daily News in detail and verified the published statements of 
ihe Daily News 








6. The Daily News was one of the first papers to report its 
circulation in the National Advertiser’s list of publishers willing 
to submit to examination of their circulation at any time. 

7. The Daily News cordially indor-ed the plans of the Asso- 
ciation of American Advertisers, and publicly offered to pay 
the Association $100.00 if it would send a committee to Des 

‘ Moines to investigate the circulation of the four dailies, pledg- 
ing itself to submit to any kind of an examination. 

S. The Daily News recently had its circulation examined and 
tested by the dry goods house of Harris-Emery Co., who, after 
canvassing the homes of the city of Des Moines to ascertain the 
circulation of the four Des Moines dailies, publicly stated over 

‘ their own signatures that the Daily ‘News circulation state- 
1 ments are strictly true. 





pra ©. Numerous Des Moines and general advertisers have tested 


the Daily News circulation by keyed advertising. 

aor Present circulation of the DAILY NEWS, over 29,000. 
fate for display advertising, four cents per agate line or fifty- 
six cents per inch, flat; as low as any paper in America for the 
service renderec 
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THE ELDER BENNETT. 


In the Inland Printer (Chicago) 
for November, 1900, was initiated 
a series of articles on great editors 
by Major George F. Williams. 
Among others two anecdotes of 
the elder Bennett, the founder of 
the N. Y. F/erald, are thus given: 

Bennett had a very caustic wit, 
which was hugely enjoyed by his 
associates. It happened that a 
dearth of news had dimmed the 
columns of the Herald for nearly 
a week, and the staff was in 
despair. Then the tide changed 
and big heads were once more in 
order. 

“Splendid 
Mr. Bennett,” 
as the chief 
editors. 

“Yes, mon, its a 
paper. Dinna ye notice 
vartisements ? 

The editor whose duty it was to 
clip news from the London papers 
on arrival of a steamship had a 


this morning, 
“Dug” Levien, 
group of 


paper 
said 
passed a 


gude 
ad- 


very 
the 


great fondness for emphasizing 
important items by a liberal use of 
italic type. As every printer 
knows, there are never more than 
two italic cases for each font in 
any newspaper office, the conse- 


quence being that a dozen or two 
compositors would be kept dodg- 
ing one another to set the half 
dozen italic lines in their takes. 
There was, of course, intense 
rivalry in getting “steamship ex- 
tras” out on the street ahead of 
rivals, the Herald being usually 
successful. But one morning Mr. 
Bennett found the Tribune and 
Times extras on sale, but no 
Heralds. Entering his office he 
demanded the reason of the delay. 
The editor professed ignorance, 
claiming he had not lost any time 
in preparing copy; the composing 
room foreman was called. 

“Mr. Putnam used so much 
italic,” said “Fred” Albaugh, “the 
men couldn't set type fast enough. 


We have only two cases. 
“Dom the italic,” shouted Mr 
Bennett. “Now, Mister Putnam, 


I'd have ye to know that the read- 
ers of the Herald are not all fools. 
They can see what is important 
in the news without having it dis- 


INK. 


figured with dommed italic 
Stop it, mon.” 

The quarrel between Bennett 
and the New York theatrical man- 
agers was one of the most remark- 


able incidents in the history of the 


yer 


Herald. WhenBarnum’s Museum, 
which stood on the corner of Ann 
street and 3roadwayv, was de- 
stroyed by fire, in 1865, Mr. Ben- 


nett decided to buy the site for a 
Herald building. To Mr. Gal- 
braith, the architect, was dele- 
gated the task of making the pur- 


chase, but while doing so he 
neglected to arrange for the can- 
cellation of Barnum’s long lease 
of the property, so the veteran 
showman waited until the deeds 


had been transferred, and then de- 
manded a good big sum of money 


for his lease rights. The money 
was reluctantly paid by Bennett, 
who, being a good fighter, sought 


revenge for what he considered 
extortion by excluding Barnum’s 
advertisement of his new museum 


in what was known as the Chinese 
Buildings, on Broadway, near 
Spring street. But Phineas T. 


Barnum was just as good a fighter 
as Bennett, and he induced all of 
the managers of New York places 


of amusement to join him and re- 
fuse to advertise in the //erald, 
each of their “ads” in the other 
dailies containing the line: ‘This 
theater does not advertise in the 
New York Herald.” This peculiar 
and to the Herald costly war con 
tinued for nearly two‘years before 


peace was finally declared. 


STEREOTYPED ADVERTISING 
PHRASES. 





NOBODY THOUGHT I WOULD EVER RECOVER. 
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In the State of Wisconsin the (Milwaukee) 


Evening -- 
Wisconsin 


easily takes first position as a newspaper and 
an advertising medium. It leads all other 
daily papers in circulation as well as in char- 
acter and quality of circulation. 


Best of all it Pays Advertisers. 
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MANILA ADVERTISEMENTS 
By Frank A. Heywood. 


Some notion of the various na- 
tionalities represented at Manila 
may be gained from the following 
names of advertisers, all taken 
from a single issue of the Manila 
American: Duka & Haggins, Wo 
Lee, MacOudray, Lafuente, Wha- 
ley, Weingarten, Poohoomul Bros. 

What strikes the readers of the 
Manila papers is the large pro- 
portion of ads and the alluring 
words of many of them. The entire 
fourth page of one paper is given 
up to extolling the merits of Pabst 
beer. G. Sterling annou.ces that 
he has “opened a long felt want, a 
first-class, genuine American bar 
and restaurant, supplying at all 
hours the verv best the market 
affords. A gilt edged mixer sup 
plies Martini, Manhattan and 
American cocktails.” Another 
drink disnenser announces _ that 
“we mix the smoothest American 
cocktails and fancy drinks to be 
found in the tropics.” To one side 
of these two refreshing announce 
ments Pedro Alario advertises 
“stylish funerals,” while J. Gar 
rido, Botica de San Gabriel, Ro- 
sario street, No. 1, advertises that 
“T have a large and fresh stock of 
medicines, which are yours. at 
popular prices. I am an experi 
enced compounder.”’ 

The “only strictly American res 
taurant in Manila” is conducted 
by Kwong On Tai & Co. These 
“Americans” advertise Chinese 
cooks from the American fleet. 
The men of a Western regiment 
notify the public that they have 
opened a general store. La Puente 


del Sol announces a “Two-cent 
sale, where Americans may buy 


souvenirs for friends across the 
sea.” Other ads wh'ch strike the 
eve are those of a “boot m 
porium,” “fine grass, $4 per horse 
a month,” and the contemplated 
visit of a Singapore dentist 
Under the amusement heads of 
the Manila papers the reader finds 
that reimion notices are inserted 
by Delta Kappa _ Epsilon, the 


Masons. I. O. O. F., A. O. U. W., 
K. P., Woodmen of the World, 
and Loyal Legion. Whaley’s Ca- 
sino announces a change of hill 


while a comedy company is an- 
nounced as the current attraction 
at the Filipino Theater. 
<entsihinisieceialli 
MUNYON. 

Denizens of the St. James Building 
were somewhat astonished to see Pr 
fessor Munyon swoop down u ar 
unoccupied corner of that edifice ut 
a month ago. But when rumor came 
around that the professor was going to 
ask the proprietor to change the name 
to the Munyon Building, none ir 


prised. When cuts of the St. Jam« 
ing appeared in the papers witl I 








yon” where the words "St. Jame 

ing’? are carved in solid stone he 
original, again none was surpr On 
top of the building—in the picture 


there is a big flag with Munyon 
upon it. f 


Around two sides of f 
floor busts of trofessur Mun gaz 
dignifiedly into the adjoining str | 
professor is a wreat success—and adver 
tising did it 1dvisor 

> 
ENGINEER AND ADVERTISER 
A wise engineer doesn’t expect his en 
gine to pull more than a given ity 







A wise driver limits the amount 
load he puts upon his we 
merchant knows advertising 
full share of the work in mal 


ness, but beyond that limit th iver- 
ing is powerless. Don’t over 1 the 
advertisement, or expect it t too 
much.—Advertising World. 








keeps on file the 





AT THIS OFFICE, 


The Geo. P. Rowell Advertising Agency 


Leading Daily and Weekly Papers and Mont 
Magazines; is authorized to Receive and Forward advertisements at 
the same rate demanded by the publishers, and is at all times rea 


to exhibit copies and quote prices, 


JO SPRUCE ST., 
NEW YORK, 
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SELECTION OF MEDIA. 

There are over 20,000 newspa- 
pers im the United States. To 
use them all would tend to waste 


the largest appropriat’on. To 
send an advertising order to each 
would cost $400 for postage 


alone. These facts indicate the 
necessity of selection, of judg- 
ment in throwing out all but 
those that are believed to be 
practically indispensable. 
A study of the newspaper situ- 
ation in most cities or portions 
of territory will show that it is 
possible to reach approximately 
three-quarters of the entire popu- 
lation by the use o- a single me- 
dium. To make one’s announce- 
ment reach the remaining quarter 
the utilization of five or six news- 
papers is necessary, and is, per- 
haps, found to call for the ex 
penditure of an amount as great 
as that which sufficed for the in- 
itial three-quarters. The mis- 
take that the amateur advertiser 
is likely to make is to believe that 
he must reach the entire popu- 
lace, even if the price for influ- 
encing a certain percentage of it 
is above the price that he can af- 
ford to pay for their custom. 
What should be done, however, 
is to leave that certain percentage 
alone, and concentrate one’s ef- 
forts on the people who can be 
reached at a fair charge. Some- 
times a single newspaper will 
sufice for a special territory; at 
other times the field is so equally 
divided that there are really no 
newspapers that reach a greater 
proportion than others. 

As a rule, however, it will be 


found that each territory is al- 
most covered by a single me- 
dium, of large circulation and 
low rates, while a host of others, 
with rates considerably higher in 
proportion to circulation, divide 
the remaining readers among 
them. If the advertiser uses the. 
large, influential dailies only, he 
will discover that eventually he 
appears to have influenced the 
entire population. This is prob- 
ably due to the fact that many 
people read more than one news- 
paper, and that circulation over- 
laps itself. It must be kept in 
mind also that news travels, and 
that the readers of tl . newspa- 
pers not used are apt to hear 
from relatives or friends of the 
excellence of an advertised ar- 
ticle with whose announcement 
they are not farriliar. 

Using only the newspapers of 
largest circulation insures reach- 
ing the most intelligent classes 
at a price the advertiser can af- 
ford. When money has been 
made in these media there is no 
objection to a little “spreading 
cut” in others more dispensable. 
To the beginner, however, use of 
the latter will result in nothing 
more desirable than a wasting of 
his appropriation. How much 
money has been squandered in 
this direction will never be 
known.—I/nformation. 

: seme 


Ir advertisement writers, especially 
amateur ones, would imagine them- 
selves behind the counter with a cus- 
tomer in front, and then think what 
would be the strongest inducement 
they could hold out, something far 
more convincing would result than is 
frequently the case.—London Edition 
Printers’ INK. 


—s— 


MANAGER THE INDIANAPOLIS Press, City. 


Dear S1r—My four-inch display advertisement, 
which has been running steadily in THE Press, proves 


that your paper draws business well for me. 


The 


great value of the paper to readers makes it an ex- 
cellent advertising medium. Very truly yours, 


Frank H. Carrer, Druggist, 
15 W. Washington St., Indianapolis. 
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THE FIFTH SUGAR BOWL. As we understand it, the Sugar 
: —_. bas 3owl is to be awarded to that weekly 
A REMARKABLE SHOWING. paper which, all things considered, 
ob Office of gives advertisers a better service ir 
[ue Bancor CoOMMERCIAI proportion to the price charged than 





J. P. Bass & Co., Publishers. 
BANGorR, Me. 19, 1900. 
Editor of PRINTERS’ 

Having read in Printers’ INK of 
October 31s’ your review of the claims 
put forth by competitors for the Fifth 
Sugar Bowl, we still think the Bowl 
should go to our Weekly Commercial 
Farmer and Villager. 

The only paper mentioned whose 


claims appear to be at all dangerous t 
our position is the Lincoln, Neb., Freie 
Presse. But notwithstanding that the 
rate of the Freie Presse is one-fifth of 
a cent per line per thousand copies 
and the rate of the Commercial Farmer 
and Villager is between one-fourth 
and one-fifth of a cent per thousand, 
we think this slight difference in cost 
is outweighed by the advantages the 
Commercial possesses over those of its 


esteemed competitor. 

First. The Freie Presse is a German 
language paper. Advertisers, there- 
fore, would not reap the full benefit 


of their advertising unless their goods 


or packages were adapted to German 
readers. In the case of medicine ad- 
vertising, unless there were German 


directions and circulars in the package 


the benefits to be derived would be 
largely curtailed Most medicine ad- 
vertisers prize highly the results ob 


tained from literature inclosed in’ the 
original package. The same is true of 
many advertisers of food products 
soaps, toilet articles, etc. In the case 
of advertisements of publishers of 
books and magazines printed in En 
glish, tais disadvantage of our esteemed 
German contemporary is. still more 
plainly apparent. 

Second. We think the compactness 
of the circulation of the Weekly Com- 
mercial Farmer and Villager should be 
considered a decisive argument in its 
favor. Of the 28,000 subscribers of our 
weekly, are residents of this 
State. Most advertising is done t 
create a demand sufficient to cause re 
tail dealers to carry in stock the article 
advertised. Dealers will not put an 
article in stock for which they have 
had only a few scattered calls. There 
fore, to most aavertisers a compact cir 
culation is of greater value than a 
scattered circulation. It is a fact, easily 
demonstrated by comparing our sub 
scription list with the census returns of 
population, and reckoning only four 
people to each house, that the Weekly 
Commercial larmer and Villager is 
subscribed for in from one house in 
four to as high as nine houses out of 
ten in nearly all the towns and village 


260,000 


of Northern and Eastern Maine. 
When it is considered that this com 
putation includes the farming districts 


and sparsely settled townships, as well 
as all the towns and villages in this 


territorv, this showing must, we feel, 
be conceded to be truly remarkable 
The Jangor Weekly Commercial 


Farmer and Villager goes into a greater 
percentage houses in its terri 


of the 
tory than most dailies do in theirs. 


may be optained for equal money from 
any other weekly. And upon that sis 
entitled to 


we submit, we are this 
much-to-be-prized trophy. 

Rate: aithough our weekly rate is 
between one-fourth and one-fifth of a 
cent per line per thousand copies, st 
of our advertisers use the Daily m 
mercial in connection with the weekly 
These advertisers receive a discount 
from the weekly price equal to i 


per cent of the price of both daily 





weekly. This, if fair to be consi 

in connection with the Sugar Bowl] 

award, reduces the net rate of the 

Weekly Commercial Farmer and Vil 

lager to between one-fifth and one-sixth 

of a cent per line per thousand. 
Circulation: We note that you ink 


it worth while to state that the circu 
lation of the Freie Presse is “a cir 
culation in which there is no ‘waste 

not even exchanges.” We, therefore 
submit the following statement: lhe 
actual average circulation of 
Weekly Commercial Farmer and 
lager during the entire year of 
as per detailed statement on file 

office of the American Newspape« 
rectory, was 28,517. The count 











report of the Advertisers’ Guaran 
Company of Chicago of our pa 
culation for the same _ period 
that less than two and _ one-half 
cent of the number of copies printe 
were sent to other than cash | 
subscribers. Of this number 
nearly one-half were sent to 
country local correspondents and _ post 
masters, and were really paid for in 
services and are worth as much to an 
advertiser as any part of our circvla- 
tion-—-but these were not counted as 
“paid” subscribers. The rem , 
(1% per cent) were advertisers’ c 
office files, exchanges and canvassers’ 
copies—and even a portion of the lat 
ter go directly into the hand f 
readers. 

Our postoffice receipts, paper 
subscription list and cash books 


all times open to the inspection 
vertisers. Respectfully submitte 
é & Co., Publisher 

Per James Mathews 


> . 
»ASS 


THE weekly issue of the Bangor 





(Me.) Commercial gives an ad- 
vertiser, on yearly contract, an 
average circulation of (prac 
tically) thirty thousand copies at 
a rate that does not exceed a 


quarter of a cent a line for 
thousand copies distributed 





other equally good weekly at 
present thought of has a rate so 
favorable. New England ad- 


mitted to be as good an advertis 
ing field as exists, and Maine 1s 
by no means an unfruitful por- 
tion. To not only maintain the 
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large circulation it has enjoyed 
for a decade at least, but also to 
how a handsome increase each 
vear over the previous year,as has 
been done by the Commercial for 
half a dozen years, when weeklies 
have been pretty uniformly in a 
decadent state, must make _ this 
paper a rather difficult one to set 
ide on any pretense that there is 

anything lacking about it in char- 
acter that should class it, in point 
of influence with its readers,as in- 
ferior to any other paper what- 
ever. Printers’ INK desires per- 
sons who take an interest in such 
matters to obtain and examine a 
late copy of the Bangor IVeekly 
Commercial, and write for pub- 
lication the opinion arrived at as 
to whether it may possibly be the 
one American weekly that gives 
an advertiser best service in pro- 
portion to price demanded, and as 
such entitled to the award of the 
Sugar Bowl. 
LEAVES THE MAINE PAPER 

STILL AT THE HEAD. 

: Office of 
J. E, Van Doren Spectat AGENCY. 

31-32 Tribune Building. 

New York, Nov. 16, 1900. 

Editor of Printers’ INK: 

In your consideration of the claim 
forth for the Kansas. City 
Journal in competition for 
Fifth Sugar Bowl,’’ you state ir 
your issue of November 14th that the 
charge to advertisers approximates one- 

1 of a cent a line for each thou- 





sand of circulation. This conclusion 
has been reached by taking a circula 
tion statement for the year ending in 
June, 1900, and applying the new rate 

ich became effective September 1, 


We should be glad to have you weigh 
he Journal's claim either on its former 
rate and circulation, or its later rate 
and circulation; but it seems to us 

lly fair to put its old circulation in 
ne scale and its new rate in the other 
ile, and there strike a balance, es 
illy when a Sugar Bowl is at stake 

During the period for which the 
\merican Newspaper Directory credited 
the Weekly Journal with 72,436 circu 
lation, and for some months after 
wards, its rate remained fifteen cents 
per line, or a bare trifle more than one 
fifth of a cent for each thousand copies 

Since its twenty-five cent rate has 
been in effect, the smallest issue of 
the Weekly Journal has been 103,872 
copies, arid its average circulation 
106,076, making the cost to the ad 
vertiser between one-fifth and one- 
fourta of a cent for each thousand of 
circulation. 

On either the old basis or the new 
the service is rendered at a much less 


_ Broadway, 


cost than you figured it, and only by 
an “ex post facto” application of the 
new rate can your result be reached 

We beg to hand you herewith sworn 
statement in detail of circulation, cov 
ering the past ten months. 

Yours very truly, 

J. E. van Doren Specitat AGENCY. 

The present rate of the weekly 
Kansas City Journal is twenty 
five cents a line; its latest circula 
tion rating, in the hands of the 
editor of the American News 
paper Directory, which arrived 
too late for insertion in the De- 
cember edition of that book, ends 
with October, 1900, and shows a 
yearly average of 87,887 copies. 
Putting these two factors _ to- 
gether the rate per thousand cir- 
culation appears to be somewhat 
more than one-fourth of a cent 
per line for each thousand copies. 








We can’t make, you any 
tailer—but we can make you 
jook so. If you are the short 
and stocky type of man you 
should wear materials that will 
give the effect of height to 
your figure—stripes. 
*“And the really newest thing 
in striped materials is Flan. 
nel-finished cheviot—blue, 
bleck Oxford or Cambridge 
ground with a _ contrasting 
stripe, 

They are all here at $15, or 
higher if you please—to $30, 


WM. VOGEL & SON, 


Houston St, 


A NEW ARGUMENT, 
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CHANGES IN THE POSTERS. his donkey, etc., are to be met with 
all over the country. Gradually 
ihe history of the poster in this (he woodcuts were replaced by 
city is interesting. In the first lithographic work. The artistic 
place it consisted merely of a improvement in ge began 
simple announcement on a sheet some time prior to 187 , coincident 
of the size of a programme, which with the improvements in pho- 


was virtually all it amounted to. 
Snbsequent to this came the litho- 
graph of a star performer or sing- 
er, copies of which were distribut- 
ed among the keepers of shops for 
display in their windows. They 
did not appear in the streets, and I 
recollect that as a boy I often saw 
such portraits of favorite actors 
and actresses mane up in hand- 
some frames in the homes of per- 
sons in comfortable circumstances. 
Next came the three-sheet bill, 
consisting of three sheets of paper, 
each ‘neasuring twenty-eight by 
forty-three inches. This was used 
for circus advertising, and P. T. 
Barnum introduced them, or, at 
least, that credit has always been 


given to the great showman. Bills 
as large as this constitute stand 
work, a stand being any fence, 


hoarding or wall on which posters 
may be displayed. The average 
stand, termed a twenty-eight sheet 
stand, is four high and 
seven Sheets long. Regular stands, 
given over to advertising purposes, 
were established about 1872, and 
their number rapidly increased. 
At first there was some difficulty 
encountered by managers in find- 
ing available locations. I remem- 
ber how a number of them solved 
the vexed question by utilizing the 


sheet 5 





wooden fence which then sur- 
rounded the Worth Monument, 
and which was covered at times 
from top to bottom with posters 
of rival playhouses to the great 
disgust of conservative citizens 
A comic paper, in the seventies. 


took the matter up and published 
an indignant cartoon, following it 
up with an article predicting the 
ultimate desecration of all our 
a edifices as the 
rivalry grew. Uncle Tom’s Cabin 
was one of the first attractions to 
go on the road, and the managers 
of that theatrical flower were 
the first to use woodcuts for her- 
alding their approach. Even now 
these woodcuts, representing little 
Eva and Uncle Tom. assemblies of 
planiaticn slaves, Mr. Marks and 


most 





tography and lithography, and has 
now reached a plane beyond which 
it wili be almost impossible to as 
cend. Some posters are much 
cheaper than others, and there ar: 
many displays of questionable 
taste; but take the finest work of 
the lithographer and you will find 
it characterized by elaborate de 
sign and delicate execution in a 
variety of colors and shades and 
possessed of real artistic merit. In 
short, the general attractiveness of 
the up-to-date poster would have 


fairly overwheimed the last gen 
eration with astonishment. Thx 
assertions of theatrical men, that 


it was the theaters appropriating 


the idea of the circuses which 
caused the immense development 
of poster-advertising by manu 


facturers, are correct. It is not, 
as some mercantile firms have in 


sisied, the manufacturers of nos 
trums, breakfast foods, baby pow 
ders, confections. ets., who gave 


the impulse to the theaters. The 
reason that you see more posters 
advertising So and So’s_ beer 
whisky, soap, medicines, cigars 
izgarette bicycles, books 
dress goods, furniture or other ar 
ticles than lithographic pictures 
showirg the sensational or capti 
vating incidents of So and So’ 
play, is due to the fact that the 
mercantile houses have mot 


5, corsets, 


money to spend ir. advertising of 
this sort than the theaters. Th: 
billposters pay rent for their 
stands. and their prices for sticl 

ing bills have gradually ascended 
from 2 and 2% cents a sheet to 4 
ana 5 cents. In addition to th 


the billposters receive a_ certain 
number of billboard tickets. 

It was in the early seventies if 
my memory serves me right, that 
the use of gutter snipes assumed 
imposing proportio1. s in New 
York. They were pasted by the 
thousands along the gutter’s eda 
all over the city, and on barrel 
and boxes. Shortly after the ek 
vated railroad was completed one 
fine morning all the pillars of th 
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structures were placarded with 
gaudy strips ot paper proclaiming 
the superior attractions of a show. 
An ordinance was immediately 
passed forbidding the posting of 
hills on sidewalks and public build 
ings, or upon private property 
without the consent of the propri- 
Some years ago, when the 
New York were a forest 
of telegraph poles, the latter were 
uiuch affected by the advertising 
managers of the various railroads 
for the posting of time tables. 
This gave a hint to the theatrical 
managers. 

The use of iithographs in win 
dows is increasing all the time. 
Beginning with portraits of the- 
atrical principals, these were fol- 
lowed by pictures of the same in 
character, and in turn by scenes 
from the plays in which the prin- 
cipals appeared. All three are 
now in general use, but instead of 
the plain affairs of the past all 
lithographs, with few exceptions, 
in colors. 

How much money is spent in 
year upon theatrical advertising 
in the form of posters, window 
lithographs, etc. ?"” was asked of a 
lithographer 
very hard question to an- 
swer, replied the lithographer. 
“It must amount to a stupendous 
um. Take into consideration the 
fact that the average traveling 
company spends $100 a week on its 
posters and smaller lithographs for 
a peried seldom less than thirty- 
two weeks, which gives a total ex- 
penditure of $3,200 a season. The 
circuses pay out much more for 
this purpose, and the two or three 
very large concerns do not spend 
than $40,000 a year. One 
spends more than $100,000 every 
season. Of twenty-five popular 
places of amusement in New York, 
waich include the largest music 
hails, 1 is estimated that each dur- 
ing the season uses about fifty 
twenty-eight sheet stands of paper, 


etors. 


streets of 


are 





less 


or 1.250 in ali. Each of these 
places on an average, too, has 
abeut 350 three-sheet stands, or 
8.750 1: all. Each has about 2,000 
colored lithographs in the win- 
dows, or 50,000 in all, while each 
uses about the same number of 
single sheets for posting on bar 
rels and boxes in the streets. For 





merly a manager waited until the 
play he promoted proved to be a 


success before giving orders for 
lithographic work, but to-day 
most managers get out their 


posters for new plays long in ad- 
vance of their production.” 


York Sun. 
+o 
CE NSORE D TRADE-M ARKS. 
Turkey is not a particularly pleasant 


place for a foreigner to do business in. 
This is due, in part, to the tyranny of 
of the Turkish censor, who exercises his 
legal function at the custom house so 
that nothing shall pass that can possibly 
offend the religious or political suscepti- 
bilities of the subjects of the Sultan. 
Two examples illustrate the scope of his 
control. A_firm designed a trade-mark 
for use in Turkey in which the star and 


crescent formed a part. The design 
was forbidden. Another firm, profiting 
by the advice of a British consul, had 


the advertisement and directions that ac- 
companied their goods—a special brand 
of soap—translated into Arabic, The 
translation was done in London, and in 
the phrase, which in English read ‘ *Soap- 
makers to Her Majesty the Queen,” ap- 
peared a title which in Turkey is only 
applied to the Sultan. When the first 
consignment was examined by the cen- 
sor he offered the importer the alterna- 
tive of returning the soap to England or 
removing the obnoxious label. In the 
meantime British merchants are warned 
against sending any goods to Turkey 
bearing trade-marks or circulars which 
could by any stretch of the imagination 
be in any way connected with Islamism 
or the Sultan.—Profitable Advertising. 


FOR THE TABLE, TH 


HE! 
VALID, THE CONNOISSEUR. 
re price # 


ee 
“OLD PRIVATE € STOCK" 
made from choicest se grapes 
rown in our own vineyards and matured 
= cellars seorted 


ERRY, MUSCAT, 
oo KRET ‘and a ANOeLt ICA. 


Preposltion—Open any bott 
not perfectly satis 
our expense a 
4 your money 


lor t Prepayment. 
nd for rast illustrated booklet 


on wines an 
WINE 00. 


Tansey cman 
astern Ship pi parimen 
SL, ~~ Tedianapetla, 


145 Bo. Llisets 


IF THE WINE BE AS DELICATE AS 
NOUNCEMENT OF IT, THERE WILL 
JECTORs. 


THE AN- 
BE NO OB- 








16 


SAMPLING OF THE DR. T. 
A. SLOCUM CO. 
By Sam E, Whitmire 

The Slocum System of patent 
medicines is getting a strong hold 
on the people of the United States 
by extensive newspaper advertis- 
ing and the most liberal free sam- 
pling ever introduced. 

The Dr. T. A. Slocum Co., 96 
and g8 Pine street, N. Y. City, is 
covering the United States thor- 
oughly, using dailies of large gen- 
eral circulation like the New York 
Sunday Journal, weeklies that 
cover the country, of the New 
York Tri-weekly World and At- 





lanta Weekly Constitution class 
and agricultural and_ religious 
publications of wide circulation. 
The copy used is ten inches, 
across two columns, — usually 
headed, ‘Here is health free,” 


strongly displayed, around a pict- 
ure of a hand holding four bot- 
After telling of the diseases 
the four medicines will cure, the 
ad concludes with “The free 
offer,”’ which says: 

To obtain these four free invaluable 
preparations all you have to do is to 
write to Dr. T. A. Slocum, 96 and 98 
Pine street, New York, giving name and 
full address and mentioning this paper 
The free medicine will then be sent you, 
in the hope that if it does you good 
you will recommend it to friends 

The striking appearance of the 


tles. 


big cut of four bottles, the con- 
vincing wording of the ad and 
“The free offer’-—-not even a 
postage stamp being asked for— 
attract thousands of people whi 
write for samples The T. A. 
Slocum Co. is now receiving up 
wards of 5,000 letters a day in 
response to its advertising To 


each person who writes is shipped 
by express in a durable paste- 
board box, 5x6 inches and 3 inches 
deep, these four medicines : 


1 §%-inch bottle Psychine—restorat 
ive digestive tonic—for consumption, 
and all diseases of the throat, lungs 
and chest 

1 5§%-inch bottle Ozomulsion—-purest 
Norwegian cod liver oil, etc or 
consumption, coughs, colds, catarrh 


etc 
2%-inch bottle Coltsfoote Expectorant 

for catarrh, cold, deafness and grip 
z-inch tube Ozojell—for deafnc s, in 
fluenza 


catarrh, colds in the head, et 
Each bottle is separately packed 
cardboard box 


printed in 


i” a 
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the same style as the large pack- 
age of the same goods. On the 
back of each box is a list and 
prices of all the Slocum remedies 
with this note: 

To our clients.—If your druggist 
does not have our medicines in stock 
and will.not get them for you, send 
check, express or postoffice money-order 
to us and receive what you want direct 


from our laboratories in New York 
City. 
The boxes are made larg: 


enough to admit a good size roll 
of advertising literature around 
the bottle, and with the Psychine 
is wrapped a four-page circular 
telling of the merits of the rem 
edy ; a 24-page booklet, “A Treat 
ise on Consumption,” by Dr. 7 
A. Slocum, with chapters. o1 
“causes,” ‘symptoms,’  ‘‘second 
stage,” “third stage.” “diet.” “‘air 
and exercise,”’ “the passions,” ete 

16-page booklet, ‘Consumption 
and its Conquerors,” the front 
page showing a half-tone of th 
Slocum Laboratories. A reading 
of all this matter is calculated t 
convince the average person that 
he or she has consumption or 

bordering on the disease, for ever 
symptom under the sun is listed 

With the Ozomulsion comes 
16-page booklet, “Ozomulsion 
which says the remedy is a wor 
derful vitalizer and flesh ar 
strength producer—a safe cure f 
consumption, catarrh, etc.; 1 
page booklet, “Health Economy 
showing that the science of kee; 
ing well is more important than 
politica! economy 

With Coltsfoote Expectorant 
a small 16-page booklet, ‘Don't 
Cough,” listing the troubles t! 
remedy will cure, telling what 
is made of, ete. 

With the Ozojell comes a 
page, illustrated booklet showi 
how to place the tube in the n 
and how to use the remedy f 
catarrh> colds, deafness, etc 

All of these booklets and c¢ 
lars are copyrighted in the Unite 
States, Canada and Europe 

A noticeable feature in 
Slocum literature is the neat way 


1s 


If 


in which the remedies are dove 
tailed—the doctor impresses upot 
his patrons the fact that tl! 

should positively use the four 


remedies in connection with each 
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other—they have been made to use 
together, and full effectiveness 
cannot be had otherwise. The ar- 
gument given is that one remedy 
throws off the disease, while the 
combination of remedies works 
fully and continuously through 
the entire system, imparting new 
life and hope. Dr. Slocum will 
not guarantee a cure unless the 
remedies are used together as di- 
rected. In this way he gets 
around the druggist who is eter- 
nally trying to sell something of 
“his own make,” which he says is 
“just as good.” 

Printed on each sample is infor- 
mation about the regular-size 
packages—Psychine, sold in pint 
bottles, holding over nine times 
the quantity of the free sample, 
for $3; Ozomulsion, sold in 16-oz. 
bottles, holding seven times the 
quantity of sample, $1; Coltsfoote 
Expectorant, sold in bottles hold- 
ing ten times the quantity of sam- 
ple, $1, and Ozojell, in tubes hold- 
ing ten times quantity of sample, 
cents. 
The samples and advertising 
matter described are all shipped in 
one box by express, with label on 
outside, saying, “Do not return 
without instructions. Express- 
age guaranteed.” The Slocum 
people claim that each sample lot 
costs them $3. A druggist who 
has a fair idea of preparing and 
bottling such remedies, upon ex 

amination of the Slocum outfit, 
told me it could be put up for $1. 
Cost of paper, printingofbooklets, 
in each package, I will put 
at twenty-five cents, which 
liberal estimate, making the 
c st of the entire package $1.25. 
W hen you consider that about 
f 





50 


etc 
down 


is a 


000 packages are being expressed 
ree, every day, you must concede 
that the T. A. Slocum Co. is a lib 


eral advertiser, with plenty of 
faith in the merits of its goods 
The expressage—usually thirty 
cents to points in the United 


States—is paid by the person re 
ceiving the package. 
Simultaneously with the ex- 
pressing of each box of samples, 
a batch of matter is sent to the 
same address by mail in an en 
velope 5x6 inches, printed across 
the top, “My Doctor, The Slocum 


1 
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System.” This envelope contains 
an imitation pen and ink letter, 
signed “Lr. T. A. Slocum,” and 
supposed to be in his handwriting 
With the letter mailed, “My 
Doctor,” a neat 64-nage illustrat 
ed booklet, written by Dr. Slocum 
explaining the entire Slocum Sys 


are 


tem; 16-page booklet, *Recent Tes 
timoniais,’ all dated since March 
I, 1900; list of persons “Benefited 
and Cured” 16-page booklet, 
“Happiness,” telling about ‘Lazy 
Liver Pills’; 4-page “Hot X-Ray 
Porous Plaster” circular, and a 
yellow return envelope. This 
matter and the literature accom- 
panying the samples is written in 
short, convincing paragraphs, 
without the use of puzzling med 


ical terms. It is all easily under- 


standable to people of ordinary 
intelligence. Set in clear type and 
neatly printed, on white paper. 


The bev w-up’” methods of 
the T. A. Slocum Co. are interest 
ing. At the end of two weeks 
natin s are expressed a yel 
envelope is sent containing an 
ion pen and ink letter, 
by Dr. T. A. Slocum. It 
mi akes a special “$10 offer.” A 


after 
low 





month afterward a special $5 offer 
is made. The $10 offer gives $13 
worth of remedies and the $5 offer 


th both 
return 


it be 


is guaranteed 
of the monev 
not effected, or 


$7 worth: w 
a cure, the 
advertised if 




















t forwarding of additional med- 
icines, if found necessary, without 
any further charge The three 
mailings described conclude the 
efforts of the Slocum people un 
less some response has been elicit 
ed For such cases they have 
forms of special letters to fit and 
special offers of medicines to cure 
specific diseases which are sent 
out at intervals of thirty days, 
until a sale is made. To show the 
wholesale manner in which this 
firm is sampling, the expressagent 
at Rome, Ga., a town of 12,000 in 
shabitants, 900 miles from New 
York, nearly 400 packages 
from \. Slocum Co. have 
been delivered from his office since 
the first of last January 

On an average the Slocum peo 
ple make one $10 sale and two $5 


sales out of every ten sample pack 


ages they send out, or take in $20 
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at an expenditure of $12.50, count 
ing the actual cost of sample lots 
at $1.25 each. Once the goods are 
introduced into a community, 
either by a $10 or a $5 lot, other 
orders soon follow from the same 
people and from their friends. 
Many sales result from verbal ad- 
vertising. The liberal free samp- 
pling policy is bringing better re 
sults than any other method tried 
by the Slocum people. In this way 
they lose no time getting their 
goods into the hands of the people, 
and the confidence inspired by the 
large free package results in sales 
frequently enough to make the 
business pay handsomely. 
ae 
ABOUT DES MOINES. 

The Commercial Exchange has issued 
a neat folder advertising the city. On 
the front page is an outline map of tue 


State with the railroads in black lines 
showing Des Moines in the center, and 
also showing Des loines as the middle 
point between Omaha, Sioux City, 5t 
Paul, Chicago, St. Louis and Kansas 
City. Inside is a double picture of Wal 
nut street looking west from Fourth 
while two pages are devoted to a brief 
summary of the city’s advantages. An 


other page is used in giving the follow 
statistics regarding the city: 


ing 

Des Moines is 50 years old. 

Des Moines has 84 churches. 

Des Moines has the best of water 

Des Moines has 17 diverging rail 
roads. 

Des Moines has 4 fine opera houses 

Des Moines has State fair every year 

Des Moines has 4 great daily papers 

Des Moines has 5,000 insurance work 
ers 

Des Moines has 6,000 college popula 
tion. 

Des Moines has a great distributing 
center 

Des Moines has a successful Chautau 
qua. 

Des Moines has cheap coal in abund 
ince. 

Des Moines has 3 electric light plants 

Des Moines has 45 public schoo! 
buildings. 

Des Moines has an immense jobbing 
trade. 

Des Moines has 15 solid banks—no 


failures. 
Des Moines has 400 acres in beautify) 

parks. 

_ Des Moines has over 2,600 telephones 

in use. 
Des 


Moines banks h: 


ive $13,000,00¢ 
deposits 
Des Moines has cheap gas for ligh* 
and power. 
Des Moines supplies paving brick t 
the world 
Des Moines has 64 newspapers and 
periodicals. 
Des Moines has 340 teachers in her 


free schools 








INK. 

Des Moines entertains 80 conventions 
annually. 

Yes Moines has over 300 factorie 
large and small 

Des Moines has a great auditorium 
Seats 3,000 

Des Moines has 49 miles of electri 
street railway. 

Des Moines is the home of 51 insur 
ance companies. 

Des Moines paid postage last year 
$296,000,000. 

Des Moines has two complete tek 
phone systems. 

Des Moines has six libraries, includ 
ing State and city. 

Des Moines has 58 miles of vitrified 
brick pavement. 


Jes Moines has eight good hotels (28 
large and small). 

Jes Moines has 13 colleges and pro 
fessional schools. 

Des Moines has four express and tw 
telegraph companies. 

Des Moines paid for revenue stamps 
Des Moine 





last year $151,000,000. 
(Ia.) Capital, Oct. 26. 
A WONDERFUL BULL. 
The Chicago live stock market has 


been on a boom, and yet no such stock 
has been snown as this Jersey bull ad 
vertised in recent issues of the Jndiay 


irmer by the proprietors of the Clear 
Creek stock farm. After giving the 
bull’s pedigree, showing that he con 


tains thirty-seven and one-half per cent 
of the direct blood of the great Ida of 
St. Lambert, the ad concludes: 

This bull will produce butter cow 
of the highest type. Also Shetland 
ponies.’’—Agricultural Advertising. 
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AND PERMANENT CURE 

















PRINTERS’ 


INK. 
























# py dain 
at) 


PE Are 
, Al Pa Pain prvssists 
gAL 
























ae 
AN ADVERTISING BOAT. painted in a white background, pro- 
The Lightning Medicine Company of fusely covered with advertising in 
Muscatine, Ia.,recently sent a boat from ‘scriptions in black. These are on the 
its town down the Mississippi to New a = a. ae = 
Orleans, regarding which the follow ee ae eee, Serene oe 
, red and yellow. The boat is manned 
ing details are given: It is divided by a crew of four, Bennie Beach, Ben- 
into a little store room for provisions nie Hannan, Charles Hanley and Will- 
a china closet, wardrobe, four berths, iam R. Quinn, who will distribute 
in a section—one berth for each man, samples of the Lightning Remedies 
has a kitchen stove, drop table, lock- from hoase to house at all cities be 
ers, and in fact everything for the tween Muscatine and New Orleans, 
comfort of the crew and the accom- anu will tack signs, banners and post 
modation of the immense amount of bills advertising the Lightning Medi- 
advertising matter and samples of the cine Company’s goods. Six months will 
Lightning Remedies. The exterior is be required to make the trip. 
JUST AN IDEA. NEW TRADE-MARK LEGISLATION 
If Mrs. Brown comes to the estab- According to a Philadelphia paper, the 
lishment of Mr. Smith and buys a American Bar Association has pre- 
quarter’s worth of goods for twenty pared a_ trade-mark measure to sub- 
cents, she makes a saving o1 five cents. mut to Congress. “he measure which 
\bably she has other nurchases on the Bar Association has prepared renders 
which there are savings, so that in the the counterfeiting of a trade-mark or 
spending of $2 or $3.shewill have saved its near imitation, with intention to de 
( or fifty cents. If she paid the ceive, a criminal offense punishable by 
ull amount for these goods and had fine and imprisonment. It provides for 
‘he saving credited on a little pass book the registration in the patent office of 
punched on a card. and then on that trade-marks upon payment of a_ fee 
umount she drew interest, the same as of $10, and for the recognition of the 
in a building and loan company, she first applicant as the owner of the 
uld more fully appreciate the ad _ trade-mark. Another important pro- 
vantage of dealing with that firm. If vision is that any citizen of a foreign 
this merchant continued to give values country may register a trade-mark here 
through the year on each of which there, under the same conditions as an Amer 
was a saving, it would be natural to sup- ican citizen, provided that the nation to 
pose that in the course of a year some which he may owe allegiance shall ac 
of hing patrons of that store would save cord the same privilege to Americans.- 
many dollars; and if this were credited Advisor. 
on a ca and interest paid the first of > 
January of each year, the same as build AsouT one advertised article in one 
ing and loan companies, there would hundred applies to the “high-class small 
certainly be quite a furor over the do. circulation” paper, while the other 
ings of the establishment, especially at ninety-nine can safely go into the 
the time when the interest was —— of general distribution 4d 
to customers.—Advertising World, 
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IF YOU ARE AN ADVERTISER 





and intend purchasing space in St. Louis newspapers, 
we would like an opportunity to demonstrate the value 
of the St. Louris CHRONICLE as an advertismg medium. 


It gives the advertiser more circulation and better service 


at less cost than any other paper published in St. Louis. 


St. Louis Chronicle 


has a guaranteed circulation of 54,000 copies daily. A 


circulation that is bona fide and paid for, The books of 
the circulation department are open to any advertiser or 
agent who desires to verify the statements made regard 


ing circulation, and the CHRONICLE stands ready at all 


times to welcome you should you wish to_ investi- 


gate its circulation. 


You cannot thoroughly cover St. Louis and the 
surrounding country without using the St. Louis 
CHRONICLE. It has its particular field and you are 
sure of avoiding duplicate circulation when you adver 
tise in the CHRONICLE, 


CHRONICLE is an eight-page evening paper, 
t of the SCA/PPS-McRAE LEAGUE 


enjoys with the 


CINCINNATI POST, 
CLEVELAND PRESS, 
COVINGTON KY. POST 
the splendid afternoon special telegraph news service 
furnished by the SCR/P/’S-McRAE PRESS ASSO 
CIATION. Rate 


upon application, 


and further information furnished 


F. J. CARLISLE, 
MANAGER FOREIGN ADVERTISING, 
SCRIPPS-McRAE PRESS ASSOCIATION, 
EASTERN OFFICE: WESTERN OFFICE: 
53 Tribune Bidg., New York City. 116 Hartford Bidg., Chicago, i. 
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WHAT SOME 


PUBLISHERS ASSERT. 


** 7 said in my haste all men are liars." —Psalm cxvi., U1. 


The paragraphs in this department are 
A publisher who has a good story 
he can, setting up the most substantial claim 


payment. 


advertisers. 


inserted without any charge or 
is invited to tell it as tersely as 
he habitually uses to influence 


Although a publisher need not necessarily refer to any paper but 
his own, there will be no objections to comparisons. 
sends is published as coming FROM HIM. 
paper all he likes, for what is wanted is what can be said in its favor. 


What the publisher 
It is his privilege to praise his own 
Wha 


he does say, however, ought to be true—adsolutely. 


COLORADO, 
Colorado Springs (Col.) Gazette (1). 
Ilas had the most marvelous growth 
of any daily paper in the West. Its 
present circulation, according to the 
relative population of Denver and 


Colorado Springs, is over three times as 
great as that of the most successful 
Denver paper, On the basis of the pres 
ent paid circulation of the Gazette the 
Denver papers should have from 65,000 
to 70,000 subscribers, when as a matter 
of fact the week day circulation of the 





one Denver paper with the highest cir 
lation is but 25,000, and the others 
considerably lower than this. 
CONNECTICUT 
New London (Conn.) Morning Tele- 
gram (1).—The cleanest newspaper in 
the country. First in news, in enter 
prise, in real circulation. The adver- 








tise in the Morning Telegram are 

r ur the largest circulation of 

any dailv paper in Eastern Connecticut. 
° DELAWARE. 

Wilmington (Del.) Delaware Farm 
Home (1).—Only agricultural 
in the State. You cannot afford 

ve it left off the list when adver 


in this section of the country. A 














nza for mail order advertisers; 

for rates; sample free. 
ILLINOIS 
Chicago (T1l.) Chronicle (1) 

Chicago’s best morning newspaper ad 

ing medium is the Chronicle. The 

le has a large general circula- 

tion in the States of Illinois, lowa, Wis 

co Northern Indiana and Southern 

Michigan. The Chronicle is a power 

which appeals to every intelligent and 

wort! citizen, either Democratic or 

Republican The Chronicle wields its 


strong influence through wholesome, 


clean, honest and enterprising methods 

Chicago (Ill.) Daily News (1).—Not 
only has, first—a larger total paid cir 
culation and—second—a _ larger paid 
city circulation than any other Chicagé 
paper, but—leaving out of account the 
Chicago Record—it has, third—a larger 
paid circulation in the city of Chicag: 
than all the other Chicago English 


dailies combined. The advertising rate: 
of the Chicago Daily News are the high 
est, in price per line, in Chicago—Sun 





EXPLANATION. 

(1) From printed matter emanating from 
the office of the paper and used in connec 
tion with its correspondence. 

(2) Extract from a letter or postal card. 

(3) Extract from the columns of the paper 
appearing either as advertising or reading 
matter. 

(4) By word of mouth by a representative 
of the paper. 


day papers excepted—but in price per 
line per thousand paid _ circulation 
“for value received’’—they are conceded 
to be incomparably the lowest in the 
United States. 

Chicago (Ill.) Garden and Farm (1) 

Detailed proof of circulation is on 
file with publishers of the American 
Newspaper Directory and all leading 
advertising agencies. Proof gladly fur 
nished any one interested at any time. 

advertising contracts based on 
60,000 minimum circulation per issue 
Garden and Farm stands well to the 
front among the Enclish household and 
agricultural monthly papers of this 
continent, credited by Printers’ INK 
and the American Newspaper Directory 
as proving an up-to-date circulation, 
Garden and Farm has t.e largest cir 
culation of any Chicago agricultural 
paner. Garden and Farm is the original 
and only exponent of intensive farming 
in America. It has strongly conducted 
departments on gardening, floriculture, 
horticulture, poultry, and interests and 
instructs thousands who are interested 
in close cultivation. 

Chicago (Ill.) Modern Woodman (2) 

Is one of the best advertising med 
iums in the field, with a circulation of 
over 600,000 to paid in advance sub 
scribers. This is the best and largest 
fraternal paper of them all. 

Chicago (Ill.) Record (1).—Has a 
larger paid circulation than any other 
two-cent paper in the United States. It 
has the largest—much the  largest— 
morning circulation in Chicago. It has 
very much the largest out of town cir 
culation among Chicago dailies. It cir 
culates in every State and Territory in 
the Union, but chiefly in the North 
west. 

KENTUCKY. 


Louisville (Ky.) Christian Observer 
(1).—Is the oldest religious newspaper 
in the world. It is the leading paper 
of the Southern Presbyterian Church 
with its 200,000 members, and has a 
larger circulation than the combined 


circulation of all the other Presbyteriar 
papers in the South. Advertisers will 
be permitted to verify its claims as to 
circulation by access to its books and 
postoftice receipts. Its advertising pays. 
Some advertisers have used its columns 
continuously for twenty years. 
Louisville (Ky.) Evening Post (3). 

The Evening Post declines orders tc 
be paid for in anything but cash. If 
advertisers do not want our space our 
readers do, and if we “give away” space 
we shall give it to our readers. It is 
this policy which has given the Evening 
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if 


Post a circulation not surpassed, 
equaled, in the South; a circulati 
the State of Kentucky equal to 
circulation of all the other 
papers combined, and as 
aggregate as the combine 









any two newspapers 
ville. 
MASSACHUSETTS. 
Boston (Mass.) Golfer ) Every 


one is acquainted with 
ple that play golf, an 





class of people that you desire to do 
Lusiness with then 1 will select the 
Golfer, Ve point, 1 natu 
ing of pride t the ¢ er Ww 











doubt, are a The G r carries 
more general ness than ar the 
publication devoted to recreatior and 
we refer advertisers to idvertis 
ers as to results from the lve ing 
» refer advertisers to a idver 
ugency in regard to e G Y 

in any way, sh pec or I anner. 
Brockton (Mass.) : <3) Has 
the largest paid circula of any two 





cent evening newspaper In 














setts publishe« s 
LISSOURI 
Kansas City (Mo.) Reer P 
ers (1) Is the only gazi 
has over three-fifths of its circulation 
in this field, here good s ean 
good business for ¢ 1 ad 
vertisers can re h the right spot by 
using our columr 
NEW YOR 
B klyn (N. Y.) ¢ ) Phe 
Brooklyn / ( is no in its 
fifteenth year It is t 1 vs 
paper for the home Wi 1 





tinguished for enterpr 








taken from the beginning of its career 
to admit nothing to it lum t 
would nd the : anne ak aan 
respecting people rhe pe e, n 
it is the object of nearly l portant 
advertisers to reach, are precise those 
vho read the ( t ff I < 
coura ent to eithe « minal clas s 
or th vho suffer lep ed taste 
Its appeal is wholly to what tuous, 
in the community 








(1) You st get res s ftror idve 
tising—or t doesn't I {meri 
re nds itself ts adver 
tisers get results. Eve one 
: nm 1 Ame? ( t S 
I ilar ki nd ich 
ful worth the rice 
New York (N. Y.) Amer ! 
n America It is a K 
+ 11 nt } ) ] 
the WW ; 
zk QO es ’ 
( ’ l nd \ 
( rr ( I t y 
wspaper of nat 1 
.. ll the ] l. il, 
political and foreign s 





idapted 
has the 
and industrial new any paper 
America. ‘Lo the general and sp< 
advertiser it is a medium for trade 


strongest 
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of 


building 


not only reaches the individual of 
pacity and means who purchases 
personal use, but it also backs up 
entrenches all advertising through ot 


channels 
ost important 
vhere. 


New York 





the 


reaching 


utmost importance 


influencing 


interests ¢ 


and 
business 











ery ser 

intelligent man o s 
s 1, know Gunt 

5 \nd eve i 
caters to high-class « 1 
ertise in Gu n’s. 
not enorr is, but our rates are 
low In fact we maintain unhesitat 
that no magazine will give you b 

e for your money If you're ir 
market for gazine space von't 
let us go into the matter with 














(1) H nade great ogress d 
the past year as a magazine of \ 
every thinking person. The circul 
of t V of New Y« 
7 Advertisir in 
Any reput 1 ~ 
tell you it the Vag 

of the razine nd lve 

will se to ar udvertis« 


ont is 
1] 
excell 
ites 
1 
oe 
Ne 
desaitiadl 
F 
ver & 

1 

New York 











izing hich is ¢ 
member of _ the 
lvertisements are st 
is an illustrated n 
erature, art and rel 


c 
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BRIGHT SAYINGS. 


PrinTERs’ INK solicits marked copies of print- 
ed advertisements in which “bright say- 
ngs,” terse and epigrammatic expressions, 
uppear. There are many of them, and some 
of them are very good. 


[HE people’s mint—we coin you dol 
lars by saving them for you 

ue whiskies we sell are the good ok 
tried kind, the kind your grandtather 
used to use. 

Our best salesman is the man wh 
buys one of our $10 Kersey overcoats 
the rest want one like it 

It is safe to send your child to us 

get your groceries, for we make it 
point to treat every one alike. 

Exact duplicates of those now being 
sold by the most ambitious tailors—we 
say duplicates, we mean in everything 
except price. 

No man buys clothes for fun, nor do 
we sell for fun. But every garment we 
sell sells another, and that’s a fitting 
kind of fun. 

To-pay no clothing season starts with- 
out an anxiety among all makers and 
dealers to know what John Wanamaker 
has prepared. 

THEY are items gathered at random 
from different stocks and printed in 
bald, bold way without any hocus-pocus 
word jugglery. 

VE believe satisfied customers are our 
very best advertisements, and we strive 
to do everything in our power to make 
customers satisfied. 


[HOUGH our prices are lower than 
elsewhere. neither the quality nor work 
manship are sacrificed. That’s not our 
way to keep your confidence. 

THeEReE’s no flourish of trumpets in 
this announcement, but there’s business 
in it—our statements are carefully con 
sidered and backed up by straight facts 

Cueap goods are dear at any price, 
and retain no friends in business. With 
this fact in view, we are careful to buy 
of only the best manufacturers in the 


land 


Surrt tales, like fairy tales, are not 
always founded on facts. Every dealer 
claims his shirts are best. Some per- 
s are as good as ours, but not as 





che p- 

NECKWEAR that’s stylish, meckwear 
that’s effective, neckwear that’s dainty 
in design and finish, and in every way 
desirable, can always be found at 





>. 

THE greatest salesman in the world 
is e. Price is the great convincer, the 
1 shl 
Ir le salesman. A personal ir 








spection will nrove more than yards of 
advertising talk. 

SELLING goods in the bakery line is 
isiness. To sell them cheaner 
1 thers is our m. When you buy 
of you get more for your money than 
other stores can give you. 








I Y garment we put out is built 
to give the wearer perfect satisfaction 
in fit, style and durability our clothing 


is second to none—and in good value 
for the money we are easily first. 

We try to make our store news in 
teresting reading from day to day 








helpful and instructive Helpful from 
the point of true econom and in 
structiv because of our progressive 


methods 

Most of the clothing of to-day ought 
to be called ‘“‘veneered’’ because its 
sightliness is merely a little work on thx 
outside. We don’t have that kind 
ours has the good old honest tailoring 
through and through. 





ru ire other chips, but none s 
good wbridge’s chocolate and vel 
vet chips. Call at the People’s Drug 

re and get free sample rhis is the 
candy tl eople are so wild about in 





ie East. We have the as 
WHEN we say a “good” suit, we mean 
one that is carefully made, from the 
first snip of the shears to the very last 
stitch—one that will fully sustain our 
guarantee—one that pleases the custom 
er and convinces him that he has his 
money’s worth. 





Looks aren’t everything. Put a 
romping boy in a flimsily made suit that 
looks pretty, and it won’t take him long 
to knock all the prettiness out of it, and 
lay bare the wretched tailoring. Our 
suits are made for wear as well as for 
looks—nor is one sacrificed to the other 

WE are ready to show you a line of 
jewelry at prices which we are con 
vinced are to date as well as the 

1 ves. What we mean by 








goods them 
in up-to-date price is that based on 
‘ large quantities to make up our 
rather than making it on a few 





easier to manufacture a list of 








claims to iority and catalogue 
in claims to merits than to make 
goo c ges Looe carriage 1s one 
which must ride well and wear well t 


give satisfaction. If you are looking 
for this kind of carriage, look over our 
stock and styles and get our prices 





Tus is the day we trot out the bar 


gains We have been on the jump all 
this week, as busy as bees; people ap 
preciate our push. For weeks, from 


across the continent, scores of cases and 
bundles have been hurrying, marked 
Goddard Bros.; they might as well had 
me on them, for you will take 
you see them. 








vacation your mind 
will be relieved if you know that y: 
valuable papers and other articles tl 
you do not care to take with 
place of Eastern Trust and 
vaults are fire and 
can rent a «ueposit 
Can you afford t 
being without one? 
Eacu statement that we make shall 
be backed up by existing facts, not 
“1es There shall be no _ twisting 
of the truth to force you to buy at the 
“Big Store.”” And because we depend 
upon permanent trade for our own ad 
nent, there shall be absolute satis 
faction with every purchase you make. 
We'll return your money gladly if you 
find it otherv.ise. 

























NOTES. 


Tue cliffs at Dover have been “‘de 
filed’’ by the billboards of an Americar 
food company. 


In Ainslie’'s Magazine (N. Y.) 
December: “The d’Artagnan of 
Business World” (Wm. ¢ W 
“What is Lloyd’s?” 

general meeting of A 
1., Mr. Thomas J 
circulation of 


$50,000 








iinmual was nov copies 


«1 BILLPOSTING machine, which sticks 
vilis even so high as fifty feet, without 
the use of a ladder or | 
ing successful work on the ¢ 


te pot, is do 
yntinent 








Vorset Eng.) Chronicle, 
[HE youngest PRINTERS’ 
a monthly called Chats 
selves sent tree bv the 
Schwartz Publishing Co., 


phia. It is issued in the interest of their 
publications. 
[ue Indianapolis Press is at all times 


absolutely and_ fearlessly 


and is metropolitan in every respect. It 


independent 


has tne best market page, best sporting 
page and has more correspondents than 
other paper in Indiana.—Greenburg 

td.) Press. 





Tue “Cream City Baking Book” » is 
issued by the Gender & Paeschke Manu 
facturing Company, of Milwaukee, Wis., 
which manufactures baking utensils 
The booklet contains baking recipes 
only, with the finished product pictured 


It appears to satisfy every instinct of 
artistic and typographical excellence. 
For the purpose of protecting its 








from fraudulent advertising 
schemes, the Business Men’s Convention 


leveland, O., has decided 


members 


League, ot ¢ 
to establish a bureau w 1 

te any advertising or ticket selling 
scheme in reference to which any of 
the members desire information 


7 








In Gunton's 
for November, | 
of “ 





Public Opi ne 








length ‘“‘Does tl press reflect public 
opinion ?’ He comes to the conclusion 
that it does, but that the real opinions 


of the masses are to be found not in t 
but in the 


great metropolitan dailies, 
newspapers of the smaller communities 
where the editor is in close touch with 


his readers. 


a dramatic * 


An advertisement in 
heatrical manager has 


indicates that a 


per 
| 











discovered a ne\ ld for some genius 
to occupy. ~ calls for a man 
to “rube towns.” That that a 
nan was wanted who Ss as 
country jay and who ite in 
terest in the towns where is manager's 
company was to play, by wandering 
about the streets and staring at the 
posters, advertising the attractic 


Rochester (N. Y.) 


Chronick 
It’s often impossible to go out and 
tak to people “heart to heart” a 


the subject you want presented Phe 
business men of Lafayette, Ind., adopt 
ed that method in advertising their 


street fair They chartered a specia 
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train and visited a numl of cities a 
towns hey took a band with the 
and, after a parade through the busine 


center, the Lafayette men, two or 














to each store, would visit all the bu 
ness establishments and interest them 
the street fair It certainly insured 
treet fair being properly presented 
each individual ivertising Wo 
louG! . & Dutton, of Bost 
have recently been exhibiting in t 
store a mechanical life-sized figure, s¢ 
by Ed Pinaud, the great perfume 
manufacturer for exhibition § in 
country his figure was mode 
from a noted Parisian beauty, and 
tributes automtically samples of 
perfumes It stands on a raised pe 
m 
1s 
‘ 
rfumes This figure w 





Ed Pinaud in his exhibit at 
<position 

FRANK A. Muwnsey, the magazine | 

lisher, declares that first-class halft 

work is impossible imong Eng 

printers with English presses. His 


perience with his new London edit 





indicates that he can print 
magazine much better and 
cheaper in New Yor than 
Europe, by either freig 


though 

or post he can deliver « 
*s than if he 
k to Chicago. 
\merican printi 


it less e> 

















ire far better equipped than thos« 
London iris or elsewhere The | 
lish magazine printers simply ca 
n a success of halftone work 
baperdon 

ONE picture isement of t 
Union Pacific is thus described 
Ogden City (Utah) Standard, of 





6th: As one puts his eyes to the g 
front which covers the interior of 
picture a stretch of the Wyoming 
seems to at once open out before 
eyes In the far distance a spe 
seen whicl instantly develoy int 
locomotive from which streams a 
ime -of smoke Nearet t approa 
ind then seems to rush past the s 
tor in such realistic manne tl 


i i inner, wit 
sengers waving hats and handker« 


from the coach windows, that one 
ilmost fancy they can hear the ru 
ind roar f the trair It is ince 
vel way of advertising 


- +2 


THE PINT. 


A Chicago cracker baking firr 
cently hit upon the idea of selling t 
product by the quart measure A 
tain kind of small sweet biscuit—t 
nically known’ as_ knick-knacks 


the country trade in b 
baskets, accompanied by a pint me 
and a “Try our knick-kr 
five cents a pint.’”’” The bushel | 
proved a great attention-compelk 
the merchants’ counters, and ur 
sales resulted. Coffee by the qua 
by the pound, ribbon by the ounce 
other variations of this rule ought t 
just as effective.—Ad. Sense. 


sent out to 


sign: 
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to 


uw 


evident fact, that it was his interest t 
‘ took tor 












































JTHERS. push their remedies hey it 
New York, Nov. 16, 1900. granted that the fact was self-evident 
re Pessrras’ Inx: Probably there is no other one thing 
Most plans for interesting the deales — ss mon : ° much advertising as the 
. : " . i < s€ eviden ac 
il because they tail to interest the Over against tne experience of the 
dealer. : Brown Medicine Company is the ex 
They assume and presume too much perience of the Emerson Drug Company 
rhe fact that a dealer is supposably Which has done this for a long time 
terested in his own business, or the anq has made a complete success of it 
ct that he has an interest in the id In other words, the plan is sound 
eruser's busing er “icp oe a’ways Tne method of using this plan is the 
ean that th dea er wil do a he important consideration 
ild or sho for the articie adver Even a poor plan with an energetic 
z , , campaign behind it is more apt t 
you have gotten hold of the succeed than a gilt-edged plan pushed in 
in some way—such, for instance a half-hearted way. 
ling him stock in your company If the manufacturer really believes in 
1 have got to keep punching h ™ UP the article he is selling, if he sells stock 
make him anything but a sleeping with the idea that he is selling a good 
cect the concers thing, then he can nut a whole lot of 
this is inspired by the letter of enthusiasm into a monthly letter, or a 
. W. Brown, president of the eekly urd or folder that will keep 
Brown Medicine Company, published in ty24 ‘druggist right up to the same 
Printers’ Ink of November 14th. fever pitch as the advertiser himself 
Mr. Brown's letter was inspired by Eanser Fimo CALKING 
e publication of the circular sent out prs: cobs aie er 
har] us 4 s to ac rtise h 
Ce 6 AMONG THE Class pouRKALS 
Mr. Bates expect the drug LEONARD'S ILLUSTRATED MEDICAI 
gists shareholders 1 la Com JourRNal 
\ Detroit, Mich., Nov. 17, 1900. 
Mr. Brown ’ PRINTERS’ INK 
t thing an Why is it that your paper does not 
In a column offer a Sugar Bowl to the trade journal 
explains tl tnat furnishes the largest amount of 
in how . ac ng for the smallest amount of 
idea of ne of - € ve will put one up for that 
kholder in a . company 1! r acter of a paper I think that 
1, but not particularly new rd's Illustrat Medical Journal 
has been done and done ild atch the bowl,” for I have a 
by other companies, ¢ l 1 r 15,000 copies of 
‘ y been done unsuccess ea journal, and one 
».n Medicine Company. ] sing (aggregating 
I the whole thing hinges ‘ 3 lines agate) | 
on as wheth any wi i for $60.00. My 
to journal 1 a quarterly, this would 
$15 for ne issue of over 15.000 
I Medic ies, or less than one-half cent a line 
say that they ( natl 1,000 circulation. There is no 
od of keeping the drugg' st awake edical or trade journal that I know of 
‘ isiastic and interested They relied t approaches this low rate for ad 
entirely upon the fact, or at least it 1 vertisine service 
e assume: they did, that the As to quality: I do not think there 
rgist had a block of stock se s classification here as in classification 
locked up in his safe f ordinary day or literary journals, 
The only way to make the druggist for all doctors are supposed to be edu 
ny other dealer interested in your cated men. I do, however, lay claim to 
s, whether he is a stockholder or 4 special field—that among the phys 
is to keep right after him, is to joj of small cities and towns in the 
d him week after week in some 4, Middle West and West. The 
t, new, effective, telling way that the largest city is pretty 
e is interested in this thing, and that , fed by the pabulum from the 
success depends upon his efforts Just. Jarce weekly medical journals For the 
S ich as it does upon the efforts Of twenty odd vears that I have edited m 
ther dealers journal, it has been with the idea of 
In other words, it is possible to in- Catering to the tastes and wants of 
st the dealer, but it is necessary tO the general practitioner in the smaller 
something besides making him a ities and towns 
shareholder in the company ‘ le put up that Sixth Sugar Bowl 
Undoubtedly the fault of the plan of and let us see how the medical journals 
e Brown Medicine Company was this: stand in regard to best service to ad 
y did not have a series of the vertisers Yours truly, 
ight kind of printed matter for reach C. Henri Leonarp 
g the dr ist at re ar intervals and satis 
Sans ll time _— = y 
They did not keep in touch with him TRUE ENOUGH. 
They did not continue t pres Any fool can find fault with an ad. 
n him every week, or eve othe Few men can tell what will really im- 
eel hat they thought was a self. prove it.—Agricultural Advertising. 
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Fite 
werd 
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LOCAL CAFE PICTURES always up to date and which attract 
much attention to his business. The la 
; one is in the form of Mr. Dasch c 
litor of Printers’ INK: gratulating President McKinley, wl 
his side is Congressman Jame 
and other local Repul 


PHILADELPHIA, Pa., Nov. 12, 1900. 





I inclose to you some of the latest a 
Washington Rankin Y« 
f one of can politicians 

i. Every Very truly yours, 


which i Hat P. Dente 





advertising cards of G 
Dasch, who is the pr 
the leading cafes of I 
month he gets out a de 














ABOLISH THE WAR TAX. f Unitec It r 
Office of atior ire and and to 
STERLING REMEDY Co i led uld reat burd 
INDIANA MINERAL SPRINGS, Ind., Nov off the pri etors yurage the 
‘ 00 i spend mor ner Live 
Editoy PRINTERS’ INK: tising that, this unjust tax 1s consun 
If a ae 2 , ; eee ae 1 taking the very heart out of busine 
Be pres wobec Piages? ; ‘ 4s ki ) about enlar 
everv newspaper in ; 


and every advertiser 
medicines, take 

war tax a Y 
from the 
y take it 
ou or the 








ir tax means to the 





general advertiser and 
newspapers, and I hope you will see 
it that from now on everything that 





the 



























ho burdensome, and how ' 

cae pe ere tl war ta = The ¢an do w 1 be done to have the tax 

undu sever é war x is 1 ns be ve beri sseceiot 2 

proprietor has got to pay the war tax 1 . MP ‘ a 

¢ Z ] f ther t ; lit I] L. KRAMER is ind Gen \I 

and a lot of oth . : 

a ~—- 

thereto. The war is 

matter of ht and rO BE UNDERSTOOD. 
Mr. Wilson, representing Ram H 





should be repealed at 


ks very sin 





s succeeded Mr. Wilson who forme 
represented Ram’s Horn, and the 
Mr. Wilson, formerly of the 


to each bottle of 


a whole it is costings 





$30,000 a year, 1 ter-Ocean, who was the Mr \ 
ent on $500,000 worth of business. son representing Ram's Hor 

here is no | in the land that signed in favor of the Mr. V 
can prosper an up under such son 7 epresents Ram’s H 





w rep 
Wilson above referred t 


ilson on the J/nter-O 


injust and « is taxation. 
Our profits ce the tax went™ int 
, os . ' 















effect have practic y all been wiped This item is inserted so that our re 

out. lis is not a tax upon our profits. ers will understand all about th« 

but a tax tl ve have to pay fo ter Boyce's Hustler. 

the simple permission to do bu +o 

On every $1,000 news] r dve T ~ is a >< 

contract we make we have got to make IT CLINCHES. 

$60 the ‘ A good word from a t..ird part 

ot doing any br a testimonial—often clinches your 

several millions gument as nothing else would.—A 
te cultural Advertising. 














I 


pression. 
tising 





ich explains the reason 


ich 


Signed) WALTER ( 


PRINTERS’ 


SLIPSHOD 
WALTER C. 


cessors to 


SOLICITING. 
Lewis COMPANY 
New E and Adver 
tising Agency. 
Boston, Mass., Nov. 17 
PRINTERS’ INK: 





1900. 
rr of 

nclosed 
have 


is a 


felt 


that 
an 


letter 
write, 
why we felt 
to do It may do some 
for you to publish this letter, as 
of the most awful trials of the 
ertiser, and one that is growing 
e awful ev day, is the solicita 
letter, usually written in a style 
of itself sufficient to prejudice 
reader against the publication for 
the letter solicits business, and 
rmore containing statements that 
further increase the unfavorable 
i In some c ad 
mediums have been handi 
bad solicitation letters that 
clients have declined to consider 

Is there no way of squelching 
“fresh” solicitation letter 
this in all sincerity and 
ests of the advertising pr 
publishers at 
truly yours, 
Water C. L 
Mass., 


of a 
to 


copy 
obliged 
ged 





is 








ses good 


ed by 


writer?’ 


the 


k with 





heart. 
oe 





WIs 


B Nov 


STON, 


Str—Some of our ; 
that you are continually ham 
ng them with solicitation 
hey are already advertisers wit 
We have found it necessary t 
to a number of publishers in 

of late It looks as if 

ition departments 
yn with the 
isl 
the 
much 
ly in 
secured. 


itable 

















had 
executive en¢ 
How would it 











the 


under 
letters from publishers, an 


are likely to bec 
the entire advertising 

unless solicitation methods 

modified. 

letter I have only partly e 

the sentiments of my clients 

to hear 

operly refe 

ery tr 


ises 





with 
sition 


x 


were their 1 









] 





te al 
INDIANAPOLIS 


IN 
y Nov , 1900 


NAPOLIS 








throug! 
their work like 
crowds gather a 


i the 
dogs do 


great 





the “Our underwear outwe 

l \ ” says a gentlen 

t two-wheel c: n 

I nkey just as small s 

“Celery-Vesce Hearst’s Chicago ri 
took a round at this outfit fo 








Indianapolis now views the mos 


gnboard displays ever place 
thoroughfares The C. C. A 
Co., of Indianapolis, is doing the 
Gt I. lorrest. 


INK 2 


rO BREAK UP THE CUT RATE 
EVIL. 


Erte, Pa., Nov. 14, 1900 

Ripans Chemical Co., New York City 
GENTLEMEN—As you no doubt are 
aware the city of Erie for a number 
of years enjoyed the reputation of be 


ing one of the few towns that sold pro 





prietary goods at full price. About a 
year ago a cut rate medicine store 
opened up, and as a result the drug 
business is badly demoralized. Prices 


are in such a shape that something must 









be done. The druggists have tried ever 

honorable means to buy the cut rate 
out, but have failed. 

rists, realizing that some 

thing 1 be done, called a meeting 

ind invited the undersigned to be pres 


ent. It was shown at the meeting that 





it to keep supplies from 
the in, the only way to fight 
him was with his own weapons. 

rhey decided to rent a store next 
door to the cut rate store, cut below 








him and restore prices on the goods to 
pretty near full price at each drug store 
nd leave the cut rate business to the 
being called on, ex 
n at their ¢ 
elves, and said, as a 
he felt he voiced the feel 
1ufacturers of proprietary 
n he promised hearty sup 
lovement 
subscribed fifty dollars 





the running ex 





jually The un- 
subscribed fifty 
the name of the 














one hundred 
Is toward the 
\ ind stated that 
l f tl ( y manufacturer in the 
itry, who had the good of the retail 
1 t at heart, w d donate goods t 
heln stock the s 
I ite to | if you 
i tli movement and 
of ds help stock t t 
certainly a chance for the manufactur 


neant what they said when 
expressed themselves as 
rything in their power 
il. Very sincerely yours 














»wN MeEpIctnE Co 
George W Brown, President 
ow 
WANTS CONNECTIONS. 
What connection is there between 
Paul Revere’s Ride and Van Camp’ 
Pork and Beans, or what connection i 
there between a_ kitten and Packer's 
l Soa or what connection is there 
ct 2 nude “nigger” baby and 
K1 ? lo y mind some 
of ese ire Isive and will 
tlo t no ) Charles B 
( sbestos Club, St. Louts 
o> 


THE ATTRACTION OF MOTION. 

Very little matter will attract the eye 
and stir curiosity if it only moves. The 
most various movement-devices are ‘*o 
be found in the show windows on busi- 
ness streets. It makes no difference how 
simple they are or how merely toylike, 
to set one up is to draw a crowd.—Fame. 











ONE DIRECTORY WAS RIGHT 
Datias, Tex., Nov 
Geo. P. Rowell & Co 
GENTLEMEN—We find on examination 
that our complaint does not apply to the 
American Newspaper Directory Phe 
fact is that your Directory is system 
atically borrowed from us by first 
friend of the office and then another, 
and the result is that there is not now 
a single copy of it in the office. At 
the time the letter was written setting 
out the records of the Dallas postoffice, 
as published, we did not have your Di 


10, 1900 


onc 


rectory at hand, but assumed that your 
fi-ures were approximately the same 
as those of the other directories. For 
this we owe you an apology 

The reason for not making a state- 
ment of circulation still remains 
Whether we give it to you or to other 
publishers we are still confronted in 
the end with a confessed circulation 


much smaller than is credited by other 
directories to other publications which 
are unquestionably far behind the Jour 
nal in circulation 

You will understand that we have n 
complaint to ma touching vour s) 
tem, which we believe to be just to the 


sys 





advertiser and to the public. Nor d 
we seek to conceal the actual circula 
tion of our own publication, but on the 
contrary tender our books to every ad 
vertiser who desires to inspect them 
Our attitude is that we stand upon the 
challenge that we have the largest cir 
culation of any weekly in Texas, and 
we hold ourselves ready to prove that 


contested 
claim to 
credited by 


assertion should it be 
We do not, however, 
circulation as large as j 
of the directories to certain weekly 
papers of this State. Very truly, 
TEXAS STOCK AND FARM JOURNAL Co. 
sy E. G. Senter 


have a 


most 


~- 
POLITICAL ADVERTISING 

KNOXVILLE, Tenn., Nov. 16, 
Editor of Printers’ INK: 

Publicity pays in politics as in busi 
ness. An illustration is shown in the 
recent race and election of C. C. Howell 
to the Tennessee senate from the fifth 


1900. 








district. Fully four-fifths of the voters 
did not know Howell. After he 
had delivered a half dozen _ speeches 
he began the distribution of lit 
erature. He had thousands of 
“dinner pail’’ leaflets printed ar 
systematically distributed. The leaf 





lets were followed by circulars contain 
iny extracts of Howell’s speeches. Dur 
ing the last few weeks of the campaign 
a book of nearly one hundred pages 
was printed, containing not only Mr 
Howell’s side of the questions at issue 


but gave also what the opposition wa 
saying about him. <A _ few comic 
position) cartoons added zest to the pub 


(op 


lication. Mr. Howell did not fail t 
realize the influence of the weekly 
papers,and also kept them posted on his 
canvass. He was not content to say 
“thank you” in return Had the few 
hundred dollars thus spent with the 


printers been given to ward healers and 
floaters there is a possibility that the 
Democrat would have won. 

L. C. BLANKINSHIP, 


PRINTERS’ 


INK. 
“AN ADVERTISED 
PHILADELPHIA, I 
Editor f PRINTERS 
““Adverton” or ‘‘adverti 
adopted to mean an article advertis« 
though I prefer the former 
Yours, A &* 
Lrncotn, Neb., Nov. 13, 19 
PRINTERS’ INK: 


last issue of PRINTEI 


ARTICLI 
Nov. 15, 1900 


INK 











le’ can 


Editor 
I notice in 


Ink that a word is needed meaning 
advertised l 


article I would suggest 

vord “adverticle,”’ from adver(tised 

ticle, as simple and would 

easily understood and remembers 
Would it fill the bill? Yours truly, 
* Sommer, per M. W 


the 


this is 





Office of 





Tue ParacaMepH Co 
LouIsvILLe, Ky., Nov. go 
Editor f Printers’ INK 
Page 35, November 7th issue, calls f 


a noun instead of 
advertised article 





with ‘‘Ad-ology 
RicuMonp, Tex., No 5 
Editur PRINTERS INK: 
Apropos your desire for a noun 


fining an advertised article, how w 
**Advertisee’’ do? Advertiser is one 


“Adv that wh 


ertisee 1s 





TExAS COAST! 


a - 
ADDISON ARCHER 


Office of 








‘THe FREEHOLD TRANSCRIPT 
Moreau Bros., Publishers 
FREEHOLD, N. J., Nov. 20, 

Editor PRINTERS INK 

Do you know the whereabouts of” 
Reed or Reid—otherwise Ad 
Archer metime a contributo f 
tervie\ u to 
PRIN > this 

a da 

tor 
\ ch eed to 

“interviews” in pamphlet form, 
send to the general advertisers 





country. 
be uni 
his dey 









arture we 
addressed 
American 
ing no 
rone on a yourt 
publishers in 


good mor 





ym Arc somewhat different 
if he would make known his 
rbouts Yours truly, 
ALEX. I Morea 
P. S.—In his talk with me he 
tioned Printers’ INK, and allege: 
he had caused you the trouble wit 


postoffice department some years 


but I took no special notice f 
statement at that time \ 


NEWSPAPER advertising is the 


best hustletr any firm can employ, 
into hundreds of homes, and re 
homes that are approachable in no 
way It is an indispensable p 
every modern business Wars 
Y.) Western New Yorker. 











IN PHILADELPHIA 
PHILADELPHIA, Nov. 10¢ 
Editor of PRINTERS’ 


The department store 
Richardson, Eighth and ¢ 
is hit upon a novel scl 


ing publicity. In its large 





three-quarter page advertise 
by the way, are ry attractivel 
up, they embody a strik sket 





> dre awn, a la 


some popular topic, strongly 
q nice draw 


Gibson. This is reprinted on 


ng paper, suitable for framing ind 
opies are given free of charge to all 
vho call or write for it, which fact is 
announced in each advertisement \ 
pecia! counter on the Chestnut street 











ont of the fourth floor has been set 
iside for the special purpose of $ 
tributing these sketches; and, it 
has the demand grown 

wait in line for fifteen 





utes before he can sect 

sought after drawing. L 

more than a dozen of iwings 

have been issued. Very yours, 
ToHN SINBERG. 
~o 

ADVERTISING CANADA 
J. C. Holden, president of the Ames 
Holden Company, who recently returned 





to Montreal after a two-and-a-hi 


‘ 
lf years 
i 








tour around the world, concluded an in 
terview in the Montreal ( by sta 
ng: [wo things in particules are mak 
ng Canada morewidely known and more 
highly considered the world over. First 
ier part in the war, which has excited 
nterest not only in England, but 

every part of the globe; secondly; « 


advertisements ot the 
Railway Wherever | 
pamphlets of the great 





vide-spread 
Canadian Pacific 
went I found the 














railroad. I found them in Russi in 
Norway, in Turkey. When the & 
©. steamship reached Hong Kor all 
the passengers wished if possible to g 
on by the Empress boats; for, after ex 
nerience of the ships of many lines 1 
itions, they declared them unsut 
issed for comfort, table and atte 1 
nee. Even in the out of the way 
untrv inns in  seattey ‘whese guests are 
forced to eat and sleep on the fi 

1 their diet consists of fish ry 
ssible form, the C. P. R 

ents were found. C la’s n 
is never stood higher than now 

York ul and Expr 
>> 


INGENUITY 
things to at 


RAILROAD 


One of the cleverest 


tract attention has just been put afloat 
y the Clover Leaf. It is an exact cour 
terpart of one of their hard tickets. It 
bears a number and the dim tracery 
that characterizes railroad pasteboard 
But it reads: 
Good for One Hundred or More+ 
Civil Answers to 
As Many Inquiries at the 
New City Ticket Office 
Then follows the name and address 
all as they anpear on a regular ticket 
Not one person in a hundred would 
pass such a bit of cardboard if he saw 
it lying on the pavement.—Columbus 


(O.) Citizen. 





PRINTER 






FUNERAL. 


vondent 










t Ww 
t out the ft st of 11S 
: The billpos 
way for funeral, and sup 
plied every one with a bill. Don’t know 
whether the funeral advertising had 
anything to do with it or not, but the 
excursion took one-sixth of the entire 
population 
— 








Classified Advertisements. 





Advertisements under this head two linesor more, 
without display, 25centsa line. Must be 
handed in one week in advance 


w ANTS 

DVER 
Char 
POSITION as rep’r east 
experienced man. “C 
\W ANTED—B eg mail order ads. Send 
samples & prices. MULLETT, Oakham, Mass 


DVERTISEMENTS fi 


TISEMENT 'S for the 
eston, 


EVENING Post, 


the Mississippi, by 
C.,” Printers’ Ink 





or the paper with largest 





é ocal cireulation in Charleston, s. ( THE 
EVENING Post. 
5 AV FE waste power and idle presses which can 


ecured cheap for long runs Address J 


\ Ww AYL AND, Girard, Kan. 

PERNALD’S NEWSPAPER MEN'S EXCHANGE 
recommends competent rep’rs,editors & adv’g 

men to pubiishers. 15CedarSt., Springfield,Mass 


W ANTED—Foreman for weekly paper in Min 
nesota; must be all-round man. Steady 
postion and good wages “M. J. H.,” care 


Printers’ Ink 
YUBLISH ERS—Are you open to engage a good 
man to tuke charge of your circulation ¢ 
partment ? ress H. M. VALLETTE, General 
Delivery, Pittsburg, Pa 


WANT to do the 





advertising for some 


bap 








who expect results and are willing to pa 
knowledge, experience and ability Uairess 
“ HUSTLER,” care Printers’ Ink 


sell at low figure a growing 
property worth double price 
opening in the South for a 


\ for t dD 


paper 
better 





asked 


hustler. EK. E. ADAMS, Lebanon, Tenn 
MBITIOUS young man, with some knowl 
4 edge of photo-engravi and printing 





representative to a 
engravers. Address 





firm of Philadelp 
’ Printers’ In 





C.F 


W ANTED ~— A first-class adwriter,to write news 
paper ads, catalogues, circulars, et« Must 
be abie to solicit tate salary, exp. and refs 
HEO, A. RAY, 514 Camp St., New Orleans, I 
Jia ES—Advertising jingles for all trades 
° That is my 5 erig oe They are the pithy 
pointed pr auctical ki and are profitable at the 
price. “J K THI JINGL Elk,” 10 Spruce St ,N.Y. 


PUBLISH! RS—Journalist 
wide experience writes original artic 
respondence and interviews. Photos, if desired. 
Translations from fore ign ex hanges. WM. C 
HIRSCH, Postoffice Box New York 


"pease PAPER 








defective advertising 
le etfe by employing an ex 
bf d 5 = py? I am capable 
work and am looking for a permanent } 


ez, u nee that your 
can tiv 








Address ** EXPERT,” care Printers’ Ink 

( RDERS for 5 line aivertisements 4 weeks $10 
in 10 Hllinois newspapers ; 100,000 circula 

tion wee ~ y , oe Vestern weekly papers same 

2 ee. s on application. CHICAGO 
taPaP F RU NION, 10 Spruce St., New York 















A CHANCE to learn the linotype and details. 
Special rates to operators desiring mechan 

ical course. Every branch thoroughly taught ; 

reference, Mergenthaler Linotype Co., New York. 
jrite for catalogue. MERGENTH ALER LINO 

TYPE SCHOOL, 610 G St., N. W., Washington, D.C. 

~~. - 

PHOTO ENGRAVING. 








ee STANDARD ENGRAVING CO., 61 Ann 
, New York. 
PRINT 





es, return directionsto order 


100 °S eb 





T, Printer, Oakham Mass 

or 

BOOKS. 

Cx 00 GREAT Advertising Secrets " Wonder- 
Jt ful book, 25c. Box 105, Oakham, Mass. 

~or 

COIN CARDS. 

Q2 PER 1,000. Less for “more ; any printing. 
.) THE COIN WRAPPER CO., Detroit, Mich. 





SS 
ILLUSTRATORS AND ILLUSTRATIONS. 


] | SENIOR & C¢ , Wi ood Engravers, 10 Spruce 
* St., New York. Service good and prompt. 








POSTAL CARDS BOUGHT. 


TNCANCELLED printed or addressed 
cards and stamps bought for cash 

MANUFACTURING CO., 614 Park Kow Bldg. WN. 

~7o 

SPECIAL REPRESENTATIVE. 

STE, 
38 Park Row, New York 
representative for leading 


poate 
UR = 


If.’ 


special 
papers, 


"daily news- 


IMPOSING STONES. 
] » EST quality Georgia marble imposing mone ~ 
» two inches thick, 50 cents square foot 
with order. THE GEORGIA MARBLE FINISH 
ING WORKS, Canton, Ga. 


ADDRESSES. 


‘ a M new, Alcar ssing and ¢ reneral agents 

all over U. S., we wili give for one #5 PRINT 
FERS Bp tat ; 5,500 for 5. Be prompt. 8. M. 
BOWLES, J. P., Woodford, Vermont. 











oom ~~ < 
LETTER BROKERS. 


ETTERS, all kinds, received from newspaper 

advertising, wanted and to let. What have 
ou or what kind do you wish to hire of ust THE 
EN OF LETTERS ASS’N, 595 Broadway, N.Y. 


4 


oo 
ADVERTISING AGENTS. 
I R Cc “e AN TS,mfrs., 
* liv 


mail one r men who want 


M": 


















— rag’ts sry where none 
send for bargain lis ding © bind ty ad ” pap: 
HUNGER FOR De DAR RELL AG’CY, Balto., Ma. 

NEWSPAPER METALS. 
Nene ever quest ions the honesty, the get 
4 the all-round goodness of Blatchford stere- 
otype, linorype, monotype and electrotype met 
als. Write ge ‘ Better Newspaper Mak 
ing.” kK. W. BLATCHFORD & CO., 54-70 N, Clin- 
ton St., Chic A. “A Tower of Strength.” 
—— ——— 
PREMIUMS. 
PELIABLE goods are trade builders. Thou 
\ sands of suggestive premiums suitable for 


publishers and others from the foremost manu 
Pac turing and wholesale dealers in jewelry and 


secon ag lines, —700-p. ill’d list price catalogue 
free. S MYERS CO., 48-50-52 Maiden Lane, N.Y. 
+2. — 
SUPPLIES 
{AUGE PINS, 3 for 10¢. PRINTERS SUPPLY 
A CO., Grand Island, Neb. 


ink manufactured 
VILSON PRINT! INK ) 
b - York, Special prices to 


T HIS cr uper is pase d with 
by the W. a 

Ltd. aceass 

cash buyers 


} PRINTERS’ 








INK. 
WINES. 
] ae! .. ta AGNE IS MADE, sent free. C. E 
ZEY, with Brotherhood Wine Co., 
New fork ity. 
H \LF-TONES. 
col., $1; la reer. 








PER tFECT compe r half- tor 
HE 


Oe per in YOUNGSTOWN ARC EN 
GRAVING CO., Woungebeth Ohic. 
— Samana - 
PE 





D° ac writing with Effsey "Falcon Pens. 
They do not tire the hand. Gross$l. Sam 
ple box l0cents. THE PAUL CO., Red Bank, N.J 


\ ’Ehave a special offer for newspaper men 

wanting fountain pens for their own ust 
or as pre miums. PERRY PEN CO., Box 31, 
Milton, 


+o. 


MAILING M ACHINES. 


Lo her sER’S Agcy IGHT labele r,’99 pat 
A. DICK, 43 Ferguson Ave., Buffak 


)RINTERS’ INK uses Wallace & Co.’s 
ing Machine, so does 

The Cosmopolitan Magazine, 

The Delineator, 

The Ledger Monthly 
and se ore Sof the large — shers of “oe e — y. 

VALLACE & CO., 10 Warren S ¥. 

ee - 
NEWSPAPER BARGAINS. 


S80( CASH, balance #350 on easy terms, buys 
( a Republican opportunity in Kentucky 
if bought quic <' Inventories $1,5 
$1,600 buys a fine r rying wee okly proposition 
county seat town of 4,000 people in Ohio. nis Is 
a very low price for quick sale. 
$5,500 buys one of best business located week 
lies in Massachusetts. A snap. 
$3,500 buys a good weekly proposition in Indi- 
ans a. Business and terms wilt please you. 
2,850—about $2,000down—buys a good weekly 
propostiion. 00, with one-half down, buys 
another good on . Both in New Hampshire. 
Dailiesand weeklies in many different States. 
On all properties that I handle the strictest in 
vestigation 1s solicited on the part of buyers who 
mean business. 
Newspaper owners can secure reliable men for 
any de Pe in newspaperdom via 
VID, Abington, ass., ( onfide ants al 
broker ons E — rtin Ne wspape r Propertie 











Address 












FOR SALE 


»AIR Puncture-proof Tires 
. ROADSTER TIRE CO., Camden, N.J 
OR SALE Copy Am. Newsp’r D rectory Sept., 
1900. Best offer takes. HERALD,Vakham,Mass 


86.50." 


I 


" Pe 











100 BUYS a compl casey file of 
PRINTERS’ INK (32 volun Address 
“~p.t.J.,” care Printers’ Ink, 10 Sp ruce at., . ¥. 

WELL-TO-DO trade journal, only one in 

trade, est. 9 years, is offered for sale, $1,500 
P articulars at interview only. Th« without 
cash will please not answer. ‘“ OWNER,’ care 


Printers’ Ink 


Ik OR SALE—A leading 16-page Southern farm 
journal! located in city of 100,000. Good busi 

ness. No plant. Fine opening for good 5 aes 
Exe ellent location. Will sell cheap or will 

E, E. ADAMS, Lebanon, Tenn 





Ne AGAZINE PLATES, 9x14 inches, suitable fo 
a family or woman’s paper. Stories, th« 
home, cookery, children, puzzles, ete. Good ele« 
trotype plates of complete pages at a rare bar 
gain. Address “* BARGAIN,” care Printers’ Ink 
56 1 VFT. Tam cleaning house, and have 
JD about 56 books of June, 1899, edition of th 


American Newspaper Directory on hand that I 
wish to dispose of. Send me 30 cents to pay the 
expressage and | will send you a copy. — ss 
PETER DOL GAN, 10Spruce St., New Yo 


> VERY issue of PRINTERS’ INK is Se sly 

4 read by many newspaper men and printers 
as well as by advertisers. If you want to buy a 
paper, or to sell a paper, or type or ink, the thing 
to do is toannounce your desire in a classified 
advertisement in PRINTERS’ INK. The cost is but 
25 cents a line. As a rule, one insertion will do 
the business. Address PRINTERS’ INK, 10 Spruce 
St., New ork 





— 
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DECORATIVE DESIGNERS. 
B% 1K covers and designs for pebosrapher- 
PLANT & HOTCHKISS, 150 Fifth Ave. 
-._o;, 


MAIL ORDER. 





>» OOK on mail order business, 25c., 
> Box 105, Oakham, Mass 


QTART a mail-order branch to your business. 
‘ It matters not whether you be the publisher 
of a newspaper, a shoemaker, druggist, store- 
keeper, or in any other trade, rreat opportu- 
nity is now open. Send ten cents, stamps, for 
brochure of mail order money making system. 
Your money returned if 7 cont get many 
times the value of a dime. a PUB CO., 
B, Temple Court, New Vork Ci 


postpaid. 














+> 


ADVERTISING MEDIA 
_ EVENING POST, Charleston, 8. C. 


‘ [HE EVENING POST, Charleston, S. C. 
pae EVENING POST, Charleston, S. C 
= EVENING POST, Charleston, 8. C. 
‘HE EVENING POST, Charleston, S. C. 
‘ee EVENING POST, Charleston, 8. C. 


‘HE best advertising medium in Charleston, 

S. C., is THE EVENING Post. 
| ARDWARE DEALERS’ MAGAZINE, sam- 

ple copy 10 cents, New York City. 

‘HE EVENING POST, of Charleston, 8. C., 
claims the largest local circulation. 

‘HE official journal for all sity advertising of 
Charleston, 8. C., is THE EVENING Post. 





DVERTISING agents serving their clients 
4 Honestly, c all up TOILETTES ; estab. 1881 
{() WORDS, 5 times, 25 cents. ENTE tISE, 
7 Brockton, Mass. Circulation exceeds 6,000 





» ACK-COVER quz irte r page. 40,000 ciren., $16.7 

) 12 times, $180. P. ATHFINDER, Pathfinder, Dc. 

» EACH the best Southern ) farme rs by planting 

\ youradsin FARM AND TRADE, Nashville 
Tenn. Only 10c, a line. 








\ NY persen advertising in PRINTERS’ INK to 
d the amount of $10 or more Is entitled to re- 
ceive the paper for one year 


|= advertising forall the de partments of the 
city of Charleston, 8. C., is done under 
contract exclusively in THE EVENING Post 


DVERTISERS’ GUIDE, New Market, N, J. 
Cire ulation 4,500. ~ample free Mailed 
pm stpaid 1 year, 25c. Ad rate, 9c. line. Close 24th 


\ WEB perfecting press, linotype machines 
and a building of its own is evidence of 
the prosperity of THE EVENING Post, of Charles 
ton, 8. C. 


4 he EVENING POST, Charieston, 8. C., will 
publish want advertisements at one cent a 
word net; 50 inches display for $15; 100 inches, 
$25 300 inche: 8, $60 ; 500 inches, gv0; 1,000 inches for 
$165 Additional c harge s for ‘position and break- 
ing of column rules. 
TRE MINING AND ENGINEERING REVIEW, 
issued weekly at San Francisco, Cal., is the 
most prominent technical journal of its class 
published west of Chicago. It coversthoroughly 
the class of people interested in mining and en 
gineering pursuits on the Pacific Coast. Actual 
n circulation each issue during 1899 
Sample copy and _  acvertising 
which are reasonable, will be sent on 














reque st. 


BOUT seven e parm of the advertising done 
4 fails to be effective because it 1s placed in 
papers and at rates that give no more than one 
eighth of the value that might be had by placing 
the same advertising in other papers. If you 
have the right advertisement and put it in the 
right papers, your advertisi 
spondence solicited Addr THE y 
~ ag rae RTISING AGENCY, 10 Spruce St., 

e Yor’ 





ADVERTISING NOVELTIES. 


> RONZE letter openers. Gun metal fMish. 
Write. H. D. PHELPS, Ansonia, Conn. 
5005 IN ee onfederate money for only 
ZO ». CHAS. D. BARKER, Atlanta, Ga. 
ce TEST and best novelty on earth, for the of- 
fice, store, home or mail order trade. Sam 
= and particulars by mail, only 10 cents. S. M. 
30W LES, Woodford, 
I: “OR the purpose of inviting announcements 
of Advertising Novelties likely to benefit 
reader ax well as advertiser, 4 lines will be in- 
serted under this head once for one dollar 
os 
IDVERTISKMENT CONSTRUCTORS 
( \Y EORGE R. CR AW, mail order advertising 
Box ‘gi incinnati, Ohio 





tailer’s 2 Send facts. WM 

Sy Woobhot SE, infenton, J 
Ds that bring bus siness. Wr H. L. GOOD 

f WIN, 57 Chester St., Male de — Mi ASS 


RIGHT business-bringing ads leach. Send 
data. I, MORGAN, Cambridge, Vt. 
DVICE any iustases or adv. subject $25. Trial 
£ ads$il. F. WILSON, Kenton, Ohio 


DS $1 each, booklets $1 a page. CHAS. A. 

4\ WOOLFOLK, 446 W. Main St., Louisville, Ky 
( \ OOD adveg. serv 
¥ Cir’sfree. E.R. 





iw f a ing, placing. 
KRYNO , Wayland, Mich. 


Ah PD SCARBORO, writer of forceful advertis 
ing. Request estimates. 20 Morton St., Bklyn. 


YROFITABLE ideas. Try me. F. H. SMITH, 
Ad-torney, 157 North Pear! St., Buffalo, N. Y. 


Q: AMPLES for medica cal aa rtisers, © me and 
— seeus. M.P. LD Co., Bennett Bld., N. Y. 


ay E ads, any size, one dol; ir. Send dollar and 
style of business. RESS ADV. BUREAU, 
33, Harrisburg, Pa. 


\ 7 ILL WRITE WITHOUT CHARGE an ad for 

each firm sending me data by December 
10th. This to introduce my work. GEO. B. 
WILDs, JR., Wickliffe, Kentucky. 


] OLLIS CORBIN, Spee ialist in Adve rtising, ? 

Broadway, New York (Postal Telegra 4 
Building, Room 205, second floor, oppesite ph 
City Hall—the best location in the city). 


I AUNCHING a new business? Whether it will 
4 bean ocean liner ora catboat may depend 
on the advertising. Let us start you right. 
SNYDER & JOHNSON, Advertising Writers and 
Agents, Woman's Temple, Chicago 





Ox 





» ESU!.TS!—That is what | alwaysaim atand my 

\ customers often wonder at the accuracy of 
my aim. 1 write, illustrate, design and print all 
kinds of advertising literature in a neat, clean, 
convincing manner, just the way it should be 
done. Send along a trial order and see if I can- 
not hit the “ bull’s-e ye of trade for you. Also 
send for my booklet. * Ten Dollars a Thousand.” 
It will interest you. Address WM. JOHNSTON, 
Manager Printers’ Ink Press, 10 Spruce St., 





( )F course you want them.” 12 ILLUSTRATED 
CHARACTERISTIC ADS for Christmas and Holi 


day season, by the author of the popular adver 


tising works, “ Helps Over Rough Places,” 
‘Nuggets,’ Ete A series of bright, snappy, 
up-to-date Ch: istmas and Holiday ads, enlivened 


ty strikingand apprcpriate cuts. I will furnish 
the twelve ads, together with “ matrice of cut 

for illustration, for one dollar. Can be adapted 
to any line of goods, Just what you need for the 
Holiday trade. Only cne series sold in the same 
city Original, attractive, trade bringing ad 

Address E. J. SALT, Advertising Mgr., F. & R 


Lazarus & Co., Columbus, Ohio. Write quick 
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) 
PRINTERS’ INK 
A JOURNAL FOR ADVERTISERS. 

te Issued every Wednesday. Ten 
copy. Subscription price, five dollars 
in advance. Six dollars a hundred. 
numbers 

¢ seing printed from plates, it is always 
sible to issue a new edition of five hundred cop 
ies for $30, or a larger number at the same rate, 
~l’ublishers desiring to subscribe for PRINT 
ERs’ INK for the benefit of advg. patrons may, on 
application, obtain special confidential terms 

(= It any person who has not paid for it is re 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name, Every paper is stopped 
at the expiration of the time paid for. 

ADVERTISING RATES 


cents a 
u year, 
No ba¢tk 








Classified advertisements 25 cents a line: six 
words to the line; — measure; display 50 cents 
a line; lb linesto the inch. #100 a pave Special 


position twenty-five per cent additional, if grant 





ed; discount, five per cent for cash with order 
OSCAR HERZBERG, Managing Editor 
PETER DOUGAN, Manager of Advertising 


and Subscription Department. 
New YORK OFFICES 
LONDON AGENT, F. W. SEARS, 50-52 LUD 

GATE HILL, 


NEW YORK, NOV. 28, 1900. 

LitTLE can be expected of the 
advertising which stops with the 
ad itself. 





ue man who is always going 
) advertise to-morrow wonders 


business Is 


ee 





A CORRESPONDENT Of PRINTERS’ 
INK gives this advice to merchants 






it friend, 









Write a letter to son 
it pri 
ment instead 
the result. 
THE newest English circulation 
scheme is that of the Refer ¢ 
Sunday sporting paper published 


in London. It advertises that 








certain days there will cel 
tain thoroughfares, r of 
men employed - as 0 
ounters. All) purchas of the 
Referee are told to cart the 
paper in their hands, with © the 
title turned outward These 
“spotters” will count the number 
of people who pass them carrying 
Referees, ind in eacl Case on 
reaching a certain unadvertised 
number, the counter will present 
the fortunate individual with an 
envelope containing i checl for 
two guineas ! What nderful 
brain-throbbing schemes t ire 
and what a scramble the idlers of 
London will have after those ten 


dollar prizes! 








INK. 


WitH the ordinary daily paper 
of large circulation the difference 
between number of copies printed 


and the number actually sold and 
not returned will generally be 
found to be about one-sixth. The 
paper that prints 60,000 _ copies 
daily finds readers for about 50, 
000,andthe paper that prints 6,000 
loses 1,000 in spoiled copies, r¢ 
turn copies and papers lost or 
given away 





THE interviews which appear in 
Pri INK are inserted on the 
same principles on which a daily 
newspaper prints its news. These 
interviews are the news of the 
advertising world, and are in 
tended for the information of the 
paper's readers. The person 
firm interviewed may secure an 
excellent advertisement thereby 
since the name is given and repre 
sentative advertisements repr 
duced, but he is neither asked or 
expected to pay for it by any man 
means, or even to purchase 
a single copy—in fact, the permis- 
sion to print what he may say is 
considered a privilege he allows 
the editor of Printers’ INK. 


NTERS’ 


or 


ner or 





THE “endless chain”  schem« 
was supposed to have met its death 
sentence when the postmaster-gen 
eral denied it the use of the mail 
the reasoning that it was a lot 


on 
tery, since when one of the card 
or coupons failed to be sent in, th 
entire ‘chain’ collapsed, an 
every one therein lost the mons 
he had invested which remained 
n the promoter’s hands. It ap 
pears, however, from a recent de 
cision rendered by the attorney 


general that when the originator 
f an endless chain modifies it by 
offering to refund the amounts in 
vested in cases where all the per 
sons to whom coupons have been 
sent do not remit, or to supply ad 
ditional coupons for the number 
so lost, or lost in any other way 


the “chain” is not against the law 
and the use of the mails must be 
allowed it \ circular issued by 
the postoffice department goes 


into detail on the subject, giving 
the four upon which the 


ruling 


cases 


was based 
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MAKE the best of everything— 
then advertise judiciously. 


IF an advertiser isn’t up to date 
he soon publishes the fact. 
a 


It is claimed that thecirculation 
of the daily La Presse exceeds by 
10,000 copies that of any English 
daily published in Canada, and 
exceeds also by 13,000 the com 
bined circulation of the eight 
other French dailies. 

Every issue of Printers’ INK 
contains a page of “Bright Say- 
ings’ —phrases and_ sentences 
culled from the advertisements of 
the day—which may be drafted 
into service in writing one’s own 
announcements. It is wonderful 
how frequently a single sentence 
may suggest a multitude of ideas. 
The Little Schoolmaster would be 
pleased to hear from readers who 
use this page of “Bright Sayings,” 
how they do it and what improve- 
ments they would suggest in it. 
Also from those who find the de- 
partment of “Ready-made Ads” of 
service. 

WHEN a pilot boat or schooner 
carries an advertisement on its 
sail, as many of these boats do, it 
is most likely to be that of a cloth- 
ing house if the boat hails from 
New York harbor. In waters to 
the North or South ads of other 
merchants are oftentimes seen. 
There has been seen on a _ boat 
sailing from Norfolk, Va., a sail 
bearing the advertisement of a 
dentist, or “tvoth carpenter,’ as 
he is called in that neighborhood 
Some Boston boats have carried 
on their sails ads of the Douglas 
shoes or the Wood-Harmon real 
estate. Any one who visits Nan- 
tasket Beach may see on a sail, 
stained by many months’ exposure 
to the weather, an ad telling of 
the clam bakes .erved at a local 
hotel. Boat sails have at times 
been favored mediums with pro- 
prietary medicine manufacturers. 
While in Cincinnati one day a 
friend of Printers’ INK states he 
saw on a partially furled sail an 
appropriate line: “It Floats.’’ As 
the sail spread he found that the 
conclusion was “Ivory Soap.” 


THE latest “mail order” busi- 
ness is “elocution lessons by mail,” 
advertised by Edgar S. Werner, 
of New York. 





THERE is on exhibition at 1 
Beaver street, New York, a new 
advertising device owned by the 
Advertising Machine Company of 
Boston. It consists of a wooden 
cabinet about seven feet high, 
three broad, and probably two 
thick. Most of the upper half of 
the two sides are paneled in glass, 
and within is a moving panorama 
of advertising cards about the size 
of those in the street cars. The 
cabinet, or “machine,” is in- 
tended to be put in public places. 
such as hotels, cafes. ferry houses, 
railroad stations and other points 
where people congregate most. As 
the machine is operated by elec- 
tricity it is necessary to locate it 
where the power is handy. When 
connected the machine acts auto- 
matically and will give a “con 
tinuous show” for any length of 
time. It is capable of holding 
eighty different cards, and the 
mechanism is so constructed as to 
lift up each card after an exposure 
of fifteen seconds, hold it aloft for 
the same period of time, and then 
retire it to make way for the suc- 
ceeding card. Thus, each card 
really gets an exposure of thirty 
seconds, and is displayed in rota- 
tion three times per hour. The 
machine is lighted by reflecting 
lamps at the top and center, so as 
to show full upon the displayed 
cards. The cost of advertising in 
this machine is $25 per year per 
card. With eighty cards in the 
machine the revenue will be $2,- 
000 a year, and as it requires no 
attendant the profits should be 
great. The Advertising Machine 
Company, however, will not. sell 
the machines. They pay rent to 
have them placed in public locali 


«ties, and they draw the advertis 


ing revenues themselves. It is 
estimated that the cabinets cost 
to make, about $125. State rights 
have been sold in Massachusetts 
and other New England States. 
but the New York rights have not 
vet been sold, and hence the ex 
hibition 
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THe Manufacturers’ Associa- 
tion of New York, of Brooklyn, 
N. Y., recently appropriated _the 
sum of $2,000 for an industrial 
scholarship, including the cost of 
tuition for four years and inet 
dental expenses. The purpose of 
the association, in ‘providing 
means for the industrial education 
of a young man of Greater New 
York, is to encourage young men 
to qualify themselves for leader- 
ship in industrial pursuits by add- 
ing to the dignity of labor the 
advantage of trained hands di 
rected by developed minds. The 
association has appointed a com 
mission to arrange details for and 
to conduct the examination of 
candidates. Th's commission, 
which does not include members 
of the Manufacturers’ Associa 
tion, is composed of the following 
named gentlemen: Hon. Alex 
ander E. Orr, Rev. S. D. McCon 
nell, Dr. Truman J. Backus, Hon 
Henry W. Maxwell and Asso 
ciate Superintendent of Schools 
William L. Felter. The comm's 
sion was recently organized by 
the election of Alexander E. Orr 
as president and William L. Felter 
as secretary. Plans are in course 
of preparation which, 
future, will be publiclyannounced 
When seen in relation to the 
propositon, Mr. James T. Hoile 
the secretary of the Manufactur 
ers’ Association, said that the in 
tention was to find some ambitious 
boy who desired to push his way 
in the world, but had not the 
necessary capital to educate him 
self for any desired position. The 
object was industrial, not clerical 
or commercial education. It had 
heen found very often in this 
country that when a_ practical 
overseer or foreman of a factory 
was wanted he had to be sent for 
from some foreign country, be 
‘ause the educated youth = of 
\merica prefer not to soil 
hands when they have to work 
This does not imply that they are 
idle, only that they are averse to 
work which is necessarily some 
what dirty. There were plenty of 





poor but respectable boys in 
Greater New York who would 
perhaps like to become — expert 


machinists, engineers, electricians, 


etc., but they lacked the finances 
necessary to secure the proper 
education. It was to meet this 
want that the appropriation had 
been made, experimental at first 
but likely to become a permanent 
institution if successful. The re 
quirements were that the boy 
should be physically, mentally and 
morally good. They did not asl 
for physical perfection—for th 
successful boy might be under 
sized or otherwise imperfect, but 
he would have to be particularly 
intelligent and of good moral chat 
acter. There would be no re 
striction as to faith or nationality 
f the parents, provided that thx 
oy was born in Greater New 
York, but under no circumstance 
would the son of a rich man b 


eligible. 


Some men fail to derive an 
benefit from a good thing simpl 
because they fail to advertise it 





THE house of Montgomery 
Ward & Co., of Chicago, make 
the following announcement in r« 
gard to itself, an excellent indica 
tion of how the mail order bus 
ness has grown within a compar: 
tively few years: 

We are the largest store in the wor 
doing an exclusive mail order busine 
No city sales; no agents; no bran 
stores. his is the original catalog 
business, founded twenty-eight  y« 
ago; and our .sales exceed those of 
other mail order houses in the Unit 
States combined. This store cont 
merchandise valued at $2,500,000. 
occupy twenty-five acres of floor spa 
employ 2,000 clerks and have 2,000 
customers who buy from us by 
From 15,000 to 35,000 orders and le 
come to us daily. Our average da 
shipments are 2,500 packages by freig 
4,000 by express and 6,500 by mail—a 
total of 13,000 packages daily. Annual 
sales, $12,000,000. We have just issued 
a new catalogue—No. 68—the largest 
finest and most complete book of it 
kind ever published It contains 1 


\\ 








pages, 17,000 pictures. It gives w 
sale prices and truthful description f 
70,000 things: It will tell vou 
what your dealer pays for everyth 





This catalogue would be free if 
could call for it, but we must pay thirty 
: cP 


two cents to mail it. Each book 

ered costs us about $1.00. We ask you, 
therefore, to send us fifteen cent 
less than half the postage—and c 
will send you the catalogue by mail or 
express prepaid. If it disappoints you, 


we will send the fifteen cents | 


Almost any family can save $100 per 
year by it 














PRINTE 


ABOUT SMALL CIRCU- 
LATIONS. 


“Kentucky New Era.” 
HoPKINSVILLE, Ky., Nov. 15, 1900. 
Editor of Printers’ INK: 
Please pardon our imposing on a 


few moments of your time, but won't 

you read the inclosed letter sent out 

from and by the R. T. Booth Co.? 
Yours, etc., Datty New ERA. 


IrHaca, N. Y., Nov. 13, 1900 
Dear Sirs—You are _ undoubtedly 


aware of the fact that during the past 
three years or more the R. T. Booth 
Co. have been using all the larger 


dailies, weeklies and magazines very 
extensively in advertising their dry 
air cure, Hyomei. 

As yet, however, we have _ never 
tried the smaller country dailies or 
weeklies, and for the reason that they 
were an stilt are an unknown quan 
tity to us. 

Of course, we understand that a 
greater part of the population of this 
country is located in small villages and 
on farms, and although Mr. Rowell, 
of Printers’ INK fame, is most em 
phatic in his statement that this terri 
tory is thoroughly covered by the 
larger weeklies and dailies, we have our 
doubts about the matter and are willing 
to go to considerable expense to prove 
to the contrary. But we must have 
assistance, 
losed you find copy of six four 
inch ads, *the electros of which, de 
livered at your office, will cost us some 
thing like $4.00. 

Now if you will run the same, one 
ad each week, or if your paper is daily, 
two during the same length of time 
we will key them, and if any results 
follow, will then make a contract to 
run our line regularly, and at such 
price as the results will justify us in 
paying 

[his may seem a peculiar proposition 
but when you consider that these ads 
will cost us at the rate of 16 2-3 cents 
per inch, and that this is 200 per cent 
than we pay in papers of three 
times the circulation, you will readily 
| we are shouldering the heaviest 
the cost of the experiment 
is also another point that you 
consider. Advertising is a 
the leader” kind of business 
others see that we, one of the 
largest concerns in the country, are 
u your paper, the chances are ten 
to one they will follow suit. 

It would seem to us that this prop 
sition is one which you ought to jump 
at, for everything is in your favor. 
You have space to spare which costs 
you something to fill. 

We furnish electros to fill such space 
ense to you. 
ulvertising is clean, attractive 
life, and will add to the looks 
paper. 
ir paper brings results, it is 
probable that you will not 
our advertising in the fut 
<t of a great many others a 
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that you will see the ad 
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visability of accepting our offer; if so 
kindly notify us and electros will be 
forwarded by express 

Send te card to our advertising 
agents, the (¢ F. Wyckoff Co., Ithaca 
N. ¥ Very trulv yours, 

Tue R. 1 jo0oTH Co 

It might be difficult to find a 
clearer illustration of the correct 
ness of Printers’ INK’s conten- 
tion that it is not possible for 
papers of small issue to do adver 
tising at a price that will compete 
with the terms offered by the 
leading papers of largest circula 
tion. The terms offered by the 
advertiser and spurned by the 
paper, contemplate that the serv- 
ice shall be rendered for noth 
ing, the advertiser asserting that 
even on such terms the cost is 
more than he has to pay in money 
to papers of greater distribution. 
—|Epitor Printers’ INK. 

+o 

THE idea of “Home Notes” in 
terspersed among the advertise 
ments at the back of a magazine, 
as exemplified in Pearson's, ap 
pears to be an improvement on 
illustrated jokes, since the nature 
of the recipes, etc., given would 
probably conduce to the keeping 
of the publication beyond its 
month of issue 

siecle 

Wuy do commercial, financial 
and literary men persist in using 
a full stop, as the sgn of ab 
breviation after the words “per 
cent?” It is commonly written 
and printed “per cent.” What 
does the full stop indicate? The 
word “cent” in this connection is 
no longer an abbreviation but a 
word in itself. We know that per 
cent is really a contraction of 
“per centum,” but’ the abbreviated 
word has been so long in common 
usage that the sign of contraction 
is no longer needed. It is not 
many years ago since the business 
world decided that the word “ad 
vertisement” might well be short 
ened to “ad.” At first we wrote it 
“ad.” with the full stop, to show 
it was an abbreviation, but who 
thinks of using the period nowa 
days? But, while we all use “ad 
vertisement” in full yet, nobody 
thinks of writing or saying “per 
centum,” simply because the lat 
ter word, as a word, is obsolete 
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SOME COMICAL ENGLISH 
ADVERTISEMENTS. 


The average Briton must be 
making rapid strides in the art of 
advertising humorously, for a re- 
cent collection of ads from the 
other side is full of food for 
mirth. Here is a Yorkshireman 
—a grocer—who advertises that 
his eggs are “guaranteed by the 
hens that laid them,” and who 
claims that his butter is the “only 





reliable substitute for vaccine- 
nation.” His flour, he says, is 
the “best kind of corn-plaster, a 


true friend in the time of knead.” 
A West of England son of St. 
Crispin uses this advertisement in 


the local papers: 

J. Smith begs to announce to the local 
gentry that he combines the functions 
of clergyman, doctor and schoolmaster, 
and is prepared to undertake the cure 
of “soles,” the “heeling” of his patrons, 
and the general improvement of his 

“understanding.” He disapproves of 
corn importation into England and pro- 
poses to abolish it in toe-toe. He is so 
patriotic that he is anxious to equip 
several regiments of “‘foot.” He is also 
prepared to supply family , 
the “upper circles.” 

Here is a quatrain used by a 
London fishmonger to advertise 
the popular shrimp to the public: 


Attend all ve who pass and who 
For tasty shrimps do long, 


“trees” for 


They'll warm the “cockles” of your 
eart 
And make your “mussels” strong. 


A firm of clothiers in one of the 
Midland towns of England is ad- 
vertising in this way in all the 
local newspapers: 


NO MORE LAWYERS’ BILLS! 
NO MORE OF THE LAW’S DELAYS! 





Ss’ 


INK 


style” this certainly takes the 
prize: 

Robert Gervin, surgin, parish clark 
and ssulemaster, groser & hundrertaker, 
respectably informs ladys and jentlemen 
that he drors teeth without wating a 
minit, applies leches every hour, blist- 
ers on the lowest terms and fisicks for 
a penny apiece. As times is crul bad 
I begs to tell ’ee that I have just be. 
ginned to sell all sorts of stastionary, 
ware, cox, ens, vowls, pigs and otner 
poltry. I as also laid in a large azzort 
ment of trype, dog’s mate, lolipops, 
jinjerbeer and matches and ~ikkels, such 
as Epsom sals, oystirs and winzer sope 

- os 
THEY USE POETRY. 

The wall paper firm of Kayser & 
man, at Philadelphia, uses a new 1 
trated advertisement each day, with a 
verse written appronriate to the cut 
One cut shows a robber, and below 
the verse: 

Once a robber who came 

Found the parlor wall such 

In its pattern and hue, 
That he lineered to view, 

And was caught ’ere he started in flight 
Another of these cuts shows a 
pointing to juvenile pictures on the wall 

with a verse to illustrate: 

No matter what mishap assails, 


an 


in the night 
a delight, 


Our Willie boy forgets his wails; 
His play-room wall 
Makes up for all; 
We papered it with fairy tales 
Another cut is of a young man k 
in bed, with an appropriate verse 
A physician, who certainly knew 
What was best for an invalid blue 
Struck a life-saving caper 
By prescribing wall paper 


and sunshiny hue 


a cneerful 
Ivertising World 


Of 


an eal 
MAIL ORDER MEDIA. 

The circulations with which mail 
order papers are credited are unusually 
large, and to maintain them at this 
high figure it is at times necessary for 
the publishers to obtain addresses, to 
which the papers are sent without 
charge. The addrc.ses used are gener- 
ally secured by purchasing letters which 


SUITS! SUITS! SUITS! have been received by some advertiser 
Suits of all kinds undertaken at a in the regular course of business. The 
moment’s notice. Court suits, marriage sending of a portion of the papers 
suits, domestic suits, etc., all executed from each issue to addresses of this 
with dispatch. Verdict always favor- sort insures the placing of the papers 
able. Bill of costs small; no need for before a large number of persons who 
taxation. None of our clients have are in the habit of answering adver 
tisements. For articles advertised 


ever been non-suited. 


A London barber changes his 
window card every week, and has 


always someth ng new and bright. 
One day it read, 
here while you wait. 
of old friends 


“Shaving done 
No cutting 
here, even when 


with a view to securing a direct trade 
from consumers they occupy first posi 
tion, as the circulation reaches the 
farmers away from towns and the resi 
dents of villages and hamlets over the 
entire country, where the oprortunity 
for the purchase of many hinds of 


goods is limited to a small stock car 
on 


they give me cheek.” Another of ‘ied by local merchants.—7ips 
: “6 Advertising. 
his cards reads, “I work at cut , ae 
rates. This scissors surprise! If It is how the space bought is filled, 
you | want to razor beard come to 2nd how the advertiser handles his 
me. customers, that counts most in fixing 
the value of the space bought 


As an example of “English old 


Thomas Balmer. 
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CIRCULATION AND OTHER PUZZLES. 


Some questions that tend to make the editor of the 
American Newspaper Directory prematurely gray. 























ABOUT PECULIAR EXCEL- Union, Herald and Times combined 


The figures computed from a newspaper 


pe ce ‘ census made this year by the Post 
ities ak Express are 1,511 tO 1,515, the former 
figures being the Post Express. Accord 


Tue S. C. BeckwitH Spectat AGENCY 


New York, Nov. 14, 1900 ing to this same census the percentage 


of carrier circulation in these wards to 


lessrs. Geo. P. Rowell & Co. total city carrier circulation, for each 
[ have received the following letter paper, is as follows: 
from Mr. H. H. Cabaniss, business ‘ost Express .. 25.58 
manager of the Atlanta Journal, which Democrat Ate. : 24. 5¢ 9 
| submit for your kind consideration: Herald . : 18.94 
“If you will examine’ Rowell’s Union : oi 1.14.91 
\merican Newspaper Directory you will Times 7.42 
‘ Sindee ove Fala 


find that he makes 


a notation at the 


end of the page where the rating of the 


New Orleans Picayi 
ing that this paper i 
of the high class « 
than the quality o 


une is given, show 
s valued on account 
»f its readers more 
f circulation. Any 


kind of investigation will show that the 
urnal’s readers are of the very high 


est class, and we 
made for our paper. 
are entitled to it, a 


want this notation 
We deserve it and 
nd Mr. Rowell has 


always been so friendly to the Journal 


that I*think he will 
I will be very glad 
know.” 

Yours truly, 


Rocuester, N. 


concede this to us 
if you will let me 


 ¢ SECKWITH. 


Y., Nov. 9, 1900. 


In this connection it is fair to as 
sume that some business and profes 
sional men who live in these wards 
bring their morni.g paper down town 
in the morning and take an evening 
paper home with them. 

About 11% per cent of the total 
Post circulation is in these 
wards ’. 8 per cent, others less 
than 5 per cent. 

(2). Appeals more strongly to those 
lollars. The Post Express is conceded- 
ly the strongest Rochester paper edi 
torially. In _ literarv, dramatic, social 
musical, religious and kindred subjects 
it easily leads any contemporary. It is 
a clean paper, publishing neither sensa 
tional news items nor unclean advertise 








. fe : Sa ee ) >t 
essrs. Geo. P. Rowell & Co., Pub- ments. Any member of the family can 
lishers of American Newspaper Dt- read anything in it. Of no other 
rectory Rochester paper can this be said. No 


GENTLEMEN—We have your valued other Rochester paper refused the ad 
vor of November 6th, suggesting that vertising of Dr. Knapp, of Pinkham, of 








e name some reasons why we con Pierce, of Sexine Pills and even Cas 
ler the Post Express worth more to carets. (The last on account of a catch 
idvertisers for a given number of cop line). All these have been offered to 
ies than other Rochester papers, and in the Post Express and declined. a 
reply thereto we beg to say that having this reason the Post Express is the fav 
expected a call from our Mr. W. Ward orite paper in the home. The last noint 


Damon, New York representative, we suggests especially the paper’s standing 
held data for him to present to you in as a family pper. Politically it is none 


person on his return to New York. | the less influential. Within a few weeks 
Thanking you for the opportunity it took up a fight against the renomina 
presented, we are yours very truly, tion of the present incumbent in Con 
fue Post Express PrRintinG Co. gress It supported for the place an 


other and was the only Rochester paper 
to do so. The Post Express candidate 
Some reasons why the Post Express won in 17 out of 20 wards and 10 out 
is worth more per thousand circulation of 19 towns. Its candidate was nomi 
than other Rochester daily papers: nated and is now elected. In the recent 


Per B. B. Hatmaker. 





(1). Appeals to more dollars. The election the Post Express was the only 
Twelfth, Sixth and Third wards are the paper supporting the Republican county 
best residence wards. In them live « legislative ticket The Union, Herald 


63 per cent of Rochester’s population and Times with the Good Government 
These people pay directly 23.04 per cent Committee supported the Democratic 
of realty and 22.38 per cent of personal candidates. The D. & C. remained 
taxes Indirectly, as owners of busi neutral but printed numerous contri 
ness blocks and as directors of large butions favorable to the Democratic 

nks and corporations, they pay prob- Goo Goo ticket. Of the two senatorial 
ably one-half to three-fourths of all districts one is always close. Three of 
city taxes. In these wards the four assembly districts are close 
Express delivers by carrier more then The Goo Goos expected to win in at 
1,500 papers nightly, which is almost least three of the close districts. The 
the identical number delivered by the result was a clean sweep for the Post 
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Express ticket, which ran only 840 votes 


candidate fo 
was 45,76 
that both 


behind the 
The total vote 
returns show 


county judg 
rhe elect 


r 
I 


| lil 
tickets were 11D 


erally cut so that voters did not merely 


tickets. 
for the 
vice vers 


straight 
cans voted 
dates and 
General 
Express owns 
franchise in 
of this association 1s 
other paper, the D. & 
Express also h in its 
a leased wire from 
Bureau. ‘This service 
morning by the Herald 
evening paper. rhe ( 
get telegraphic news fr 
McRae league. 
Finally. Local 
pay the Post E 
proportion to circulatio 
to any other paper. 
ize the paper m 
other paper in 
claimed. 


vote 
De 


news 


Rochester, 


adve 


re 


M Fr. l 
I inclose herewith co 
reference to the quality 
Rochester Post Ex 
a few terse points 
ing why 
claim for the quality ré 

Respectfully, W. \ 

Reasons why the 
press should receive ex 
for its circulation: 

(1). In the 
Rochester it has 
of city circulation 
not m cla 
actual 
the 
copies 
wards 
combined. 

(2). In these 
Post Express has 11, 
local circulation; the 
Chronicle 8 per cent, 
than 5 per cent. 

(3). 
solely on 


essrs, Geo. 


press, 
in 


this 


reasons 


best 
the 
of 


res 
is 
canvz 


) paper 
other Re 


as 


as 


wards 


of 
its I 
ho 


account 
It sacrifices this 
order to maintain 
an irreproacl 
family paper. 
paper refusing 
Pinkham, Dr. P 
ine Pills, and ev 
count of catch 

columns 

4). No 
lished 
most 


hl 
able 


It i 


its 


sensation 
It a 
exacting can 


Its -haracter 
have ever been d 


high grade 


st 
more 
two papers in 
at rl 1] 
space to its edit 
of that city. 
(&) 


} -f 
charac 


the Associated 


the 


rpress a 


proportio 


re 
paper 


Post Express circulz 


Refuses over $3 


eatures.—Besides 


Many 


mocratic 


Kepubli 
candi 


The P 


Press 


” 
é 


the rvice 


se 
but one 
rooms 
News 
is 

but 

calienas 


om the 


actually 


ite 1 


rtisers 

higher 1 

claim th 

1 they »atron 
than any 


ulat n 
lath 


n 


n to cire 


in 
the 
ive adde d 
itulation giv 


makes 


rrespondence 


iting 
\ 

hester 
ra quality 


ARD 


daence 


ites 
within 


chester 


the 
per cent 
Democrat 


all 


000 a 
1estiona 
int 
1igh 


me 


line, 


family 


book 
Rochester. 


devotes n 


rev 


V t ) 
rials than other papers 


its 


usually 


editorial d 
ular 
musical, 


and religiot 


literary and epar 
ents it devotes partic 
to its dr ial 
lege news, 
department 

(9). General Ne 
Associated Pre 
York 


S 


strong 
m 

imatic, s0o< 
lodge meet 
uses both 
and tl 
news 
Rochester 


Press and 


ws.—It 
reports 


“un raphic service. 
only 


Ass 


the 


both the Ne 
York Sw 
(10). Opinions 
I l 
tl 
7) 


Rochester Pos 

ortl ore per thousanc 

iny other Rochester paper.” i 

ig J r of Eastm Kodak Co 
circulation of 
the most v 
Rochester 


” 


1 


the 
Express 
in 


juantity 
iO 


4 ‘ fi. 
iany others. 
If of 

l sensation 

to 
annual 
the | 


be 


rejection 


and 


roducing 


il ot 
; if through 
the ablest 
reviewers, 
sta 


sed its 


»btainable, 


ions 
earing upon 
advertise 


ed 
question 
have 
circulation < compared 
quantity 
th New Orleat 
lat never giv 
yout 


led 


accoraed 


1e case 
1 
tl 


~} 


7s. € 
a the 
ling mark of excellence 


Direct editor. 


di 


aati 
Beckwith instance 


yf explanations of signs and syn 


used in the American New 
paper Directory we find this ma 
superior excellence described 


this pa 

ty of its 
number 

old chen 
resented by 
nar’, 


cons:deration ¢ 
this mark 
Directory 


which 
the 


like 
find 
num! 


papers. that, 

Picayune, 
the 
known 
wit 


Orleans 
unadvisable to 
of actual issues to be 
is by no means the h 
Atlanta Journal,whieh is concet 


to have by far the largest c1 


illow 


case 


reul 


attentio! 


the 


1e ew 


‘Th 


thousand 


reproduc 


] 


In the pag 


TI 


associa 


using 
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icent about the actual number 
issues. The failure of the 
Rochester Post Express, there 
fore, to make itself an exception 
to the rule is not an argument 
against according to it the dis- 
tinguishing mark for which it 
inakes application. What the edi 
tor of the Directory finds himself 
in doubt about is whether as a 
matter of fact each copy of the 
Post Express actually is worth 
to an advertiser than each 
the Democrat . and 
or Union and Adver- 
shed in the same city. 
~~? 

On page 757 of the American 
Newspaper Directory for Septem 
ber, 1900, the Evening Times of 
Rochester, N. Y., is credited with 
an F circulation rating, which is 
explained to mean exceeding 
7.500 copies, while on the opposite 
56, there is a full page ad 
sement of the Rochester Ev- 
Times, stating definitely its 
‘irculation day by day and show- 
ing its daily average issue for the 
year preceding March, 1900, to 
have been 13.455 copies. Perceiy 
ing this state of affairs, one of 
the editors of Printers’ INK felt 
called upon to ask of the editor 
f the American Newspaper Di- 
rectory the following question: 

Why is not the Rochester (N. Y.) 
Times credited with a rating in Arabic 
figures instead of a letter rating? See 
the advertisement on opposite page. 

To this question the editor of 
the American Newspaper Di 
rectory made the following reply: 

















‘ he statement made bears nx 
signature whatever, — Is not given in 
such a way as would make it possible 
to hold any one amaeaiiaa for the in 
formation it nurported to give, should 
it afterward be proven untrue. 

Upon receipt of the above reply 
there was some discussion be 
tween the Printers’ INK man and 
the Directory man, the PRINTERS’ 
INK man cxpressing his im 
pression that the Directory 
h: . of late made a_ prac 
tic of accepting as definite 
printed statements of circulation 
known to emanate from a news- 
paper office. To this the Directory 
man responded: ‘‘We do so in 
‘ases where the statement pur 
ports to be verified by anybody 
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whose connection with the office 


is stated to be such as makes it 
reasonable to think that he should 
know what he is talking about. 
3ut,” continued the Directory 
man, “if you observe the state- 


ment emanating from the office of 


the Rochester 7imes,you will per 
ceive there is nothing to indicate 
who made it. It may have been 
made by the office boy or possibly 
by the office cat and is on that ac- 
count scarcely more to be relied 
upon than the New York /lorld’s 
circulation statements of five mill- 
ions a week or thereabouts.” 
- anna 
TELLING THE WHOLE 
STORY. 


The Minneapolis Tribune at- 
tempts something in the way of a 
circulation statement that goes 
beyond the wildest dreams of the 
most exacting newspaper direct- 
ory editor. The Tribune's report 
for September, containing twenty- 
eight columns of information, is 
reproduced on the opposite page 
as follows: 


Morning edition an average of 23,106 
copies per day. 


Evening edition an average of 34,382 


cories per day. 


Total daily issue an average of 37,488 
covies (perfect and imperfect), as ran 
through the press 

4 

The daily average of spoiled or im- 

perfect paners was 441 copies. 


I copies was found 


7 p. m. daily. 


An average of 5 
to be left over at 


An average daily discrepancy of 297 
copies was found to exist between the 
press register and the record of dis 
tribution. 

The aggregate of these classes set 
lown in the 4th, sth and 6th columns 
show an average daily waste of 1,309 
copies. 

&. 

A total ot 10,207 copies was returned 
from newsdealers within the month, an 
average of 408 copies daily. 

9 

The average number of perfect papers 
printed and accounted ‘or, as per dis 
tribution record, was 56,179 copies. 

10. 

The average city distribution wa 

22,794 copies. 


_ 
The average distribution outside the 
city of Minneapolis was 33,385 copies. 


12 

Shows a free dis 
3,244 copies daily. 

12 

The actual paid « 

52,935 copies daily b 

is made for returnec 

14 

lhe daily average 
Carriers “was 15,384 

15 

rhe city news star 


comies daily. 


tribution averagir 


irculation average 
efore the reduct 

1 copies 

city distribution 


copies 


id sales were 2, 


10. 


The city sales by 
4,898 copies 


Tue sale over 





$92 copies daily 


newsboys averag 


Tue out of the city mail subscril 
y } 


number (avers 





copies 
19 

rie average news 
the city was 5,422 


stand sale 


copies daily. 


Free copies disbursed over 


counter averaged 43 
The average free «¢ 
copies was made by ¢ 





\n average free 


made by mail to perso 


» daily. 


listribution of 
arriers 


distributio1 
ns outside tix 


amounting to 2,271 Copies. 


\n average free « 
copies was made th 
outside the cit: 

An average of 
as exchanges 

\n average of 47 
J-3] 


daily to advertisers 


An average of 50: 
supplied to correspon 


listribution of 
rough newsd 





3 copies was 


» copies daily 


dents. 


An average of 828 copies was 


away In ways not pre 
were used by the offi 
28 

Day by day an av 
was sent out as tree 
The net result o 
lations shows that 
output of 57,488 
copies are actuaily 
It is a question 
the 5 f 
more likely to bene 
than each one of 
of free circulation 








umns 20, 21, 22, 23, 24, 25, 26, 27 


and 28. 


viously snecific 

ce. 

erage of 87 
samples 

f all these Ck 
out of a daily 
copies 52,527 

paid for. 

whether each of 


527 pail for copies was any 


fit an advertiser 
the nine classes 
specified in ¢ 


As the circulation repert here 


dealt with was ac 


companied 


letter from the publisher of the 


Minneapolis Trib 


ulie containing 


matter likely to interest a reader 


the letter is here 


Vr. Geo, P. Rozee 


I nd you last 


reproduced 


MINNEAPOLIS, Minn., Oct. 27, 1900 


Vy, } 





month’s circulation 
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42 
statement of the Daily Tribune. I think 
will 


you have no difficulty in under 
standing it. Columns 14 to 19 inclusive 
is our circulation as taken from six 


distribution records: column 
rived at by totaling columns 
inclusive; column 1 arri 
totaling columns 14 ‘ 
is arrived at by totaling columns 1 
19: column 12 1s 
columns 20 to 23 inclt 
inclusive; column 13 


uv 





and 














deducting column 12 from « 

You will note specially t nt 
13 is paid circulation—newsdealers’ ri 
turns not deducted. If newsdealers re 
turned each day the papers unsold that 
day we could deal with it dail bu 


1inate the 
record entirely 
total at 
u will also 
s statement 
the re 
id in 





as they do not, we have to eli 
returns from the daily 

and nandle it separately 
the end of each month. 
understand that while t 
covers the month of Sep 
turns shown are not I 
September, but for papers sold 








ber 





tor papers 


during 





the month of August, and possibly some 
scattering returns for the months prior 
to August. 

In making this report I have en 


deavored to anticipate eve question 
which an advertiser would probably ask 
In audition to answering all questions 
which an advertiser might possibly or 
probably ask it simplifies very materially 














the verification of the accuracy of the 
circulation statement. I have no doubt 
that you know probably most 
people do not know, that in t absence 
of such a statement it requires an ex 


to audit a circulation of any consider: 
magnitude. With this report before 
however, the work i 
simple; it would con 
in their order each 
as indicated in the 
circulation accoun 
Again an acc 
















fication of 





one 
day is a practical ation for the 
whole month in of any 
violent fluctuations. As you ll note 
the extreme varition on city Carriers 
for the month between the highest and 
the lowest is less than two per cent. 
The verification in every instance can 
be carried back directly to the subscrib 
er himself, in the case of columns 14 
and 18; directly to the news stand, 1n 
columns 15 and 19; in the case of col 


umn 17 every paper delivered over the 
counter is regeipted for; in the case of 
column 16, city newsboys, it could not 
be verified for the past. When it comes 





to verifying this column we generally 
recommend that the party making the 
investigation take the cashier’s desk 
and handle the sales himself,with a view 


of determining whether the totals ru 
given ir 


approximately with the figures 
the statement or not. 

You will notice on September roth 
there was a violent fluctuation. By 
reference to the distribution of circula 
tion you will notice that it is all or 
nearly all to newsboys. September rotl 
was primary election day 

We keep similar reports 


and Farmers’ 
should be pleased to know 
think about the statement. 

I should probably add that I was not 


Sunday 
what you 








for our Wii 
Tribune I t 


PRINTERS’ INK. 














considering advertisers exclusively ir 
n up this report Referring t 
division of papers not circulate 


1 that this is absolute 
commenced to crit 


will understans 


ss. When I 


yressman about the number 
printing, which, | 
ime was 1,500 t 





and the superinter 





about the number o 
‘7p. a which, | 
» three or four tir 
statement 


shows, n 





ay 


t u wil apprecia 
the value of the whole statement to n 
a rence document. 
d to write you at lengt 
rt because of your spe 
c nd activity in the matte 








rf lation statements. 
respectfully, W. J. Murpnuy 
iemdeenaltisatinniia 
WISDOM IN STOPPING. 
mistake is for any adver 
y, in making his appropri 
far will I go, and n 








rther iron-clad, hide 


certain amount 


tarther. There is no 
bound rule by which a 





set aside will surely bring in proporti 
ate results. Sometimes a less amount 
will do it than was anticipated, 
many times it takes more, and the 
vertiser shoul himself ac 


govern 
ingly. If the appropriation made fa 
to benefit him, he should put out m 
judiciously, of course—until he 
benefited. Use wisdom in stopping 
Ivisor. 
STEREOTYPED ADVERTISING 
PHRASE, 





— te 
THE GREAT SKIN CURE 
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FOR THE GROCERY. AN INTERESTING EXPERIENCE. 


The grocer is particularly well situ- A large camera advertiser once sent 
ated to give samnles in an advertising| out 100 letters to customers who had 
way. If you haven’t stirred up inter- | purchased cameras, the purchases going 
est in your store of late by calling the | back in some cases over twelve months, 
attention of the neighvorhood to par-| asking the person if he was satisfied 
ticular articles or prices, suppose you! with the camera, and if so, would he 
ask your cracker deakr if he will co- not be willing to send in the names of 
operate with you in the matter of of-| three or four of his friends who not 
fering samples of » .e dainty biscuit.) only were interested in cameras, but 
He likely would, if you would put in| knew of the good results he was secur- 
1 certain quantity and this you may) ing from his instrument. To these let- 
safely do, as the demand created by/| ters ninety replies were received, and 

ur advertising should enable you to eighty-six of these ninety letters were 
lispose of it. The arrangement being in the form of strong testimonies as to 
made and the crackers secured, have the merits of their cameras, and con- 
printed some small envelopes which cluded by giving the names of from 








will commodate the cracker in size, three to six of their friends who were 
on which something of this kind may | interested in cameras; and yet, notwith- 
appear: standing the fact that these names would 

= —_——_————— ordinarily be considered excellent for 
Samples of the Famous the advertiser to work on, they did not 
Kennedy Cracker. prove the value that you would expect 


This is a delightful milk biscuit,| from names coming in this manner. 
as you may prove by tasting the The same amount of time and money 
within sample, which is presented spent on names received from advertise- 
by the Cash Grocery Store in the ments asking for catalogues produced 
belief that you will be glad to know seventy-five per cent better results.— 
about it, and that the regular price Advertising bemidntioeoseney 











is but 8 cts. a pound. ; ~~ 
Special Price, This Week GENERAL SPACE CONTRACTS. 
Only, 5 cts. Pound. ; - Ni 
A large lot of the fresh, crisp There is not one single publication 


biscuit has just been put in to, of the first rank, so far as we know, 
meet the demand which we expect tat will enter into a general space con 


these samples will create tract with any agent. The practice 
5 cts. Pound, for This is entirely confined to publications 
Week Only. whose “drawing powers” are not suf 

but you may lav in as many as you 'iciently strong to absolutely entitle 
eare to if you buy this week, them to a place on the list the disin 





— — terested advertising agent will hand to 
Try tiis plan, and note the result. his client.—Owur Wedge. 
Visitors will call whom you had never 


known before. They will see you have 

a clean, up-to-date stock at right prices ARRANGED BY STATES. 
(if you have), and in such case you will FS RR RE a IE SE rs ae 
naline na - acm e wpe rertisements under this head 50 cents a line 
make _ ~ patronage with profit, though each time. By the year #26aline. No display 
you make noth.ng on the current ad-| other than 2-line initial letter. Must be handed 
vertising sale.—A dz ertising World. in one week in advance. 


+ --- 


WORTH THOUGHT. CONNECTICUT. 
Because hope dnd faith are so much DVERTISERS in THE DAY, New London. are 
nger I so os SERS in , New London, a 
nger than reason the most extrava guaranteed treble the circulation of an 
gant advertising may be made to pay. | other New London paper. Money back if proven 
\n infinity of prosy platitude has been otherwise. 

ritten about “‘argument” in advertis 


+ 
ing it is an open question whether GEORGIA. 
e people are moved by argument 
than by strong, bold statements. oft re SOU THERN FARMER, Athens, Ga. Leading 
ted and “ke | eve | Southern agricultural publication. Thrifty 
ed and stuck to until everything 19 | people read it; 22,000 monthly. Covers South 
it National Advertiser. and Southwest. Advertising rates very low. 














’ 














About American Newspapers! 


The editor of the American Newspaper Directory keeps on file a mass of infor- 
mation gathered from year to year concerning the circulation and character of Americ an 
ewspapers. He has always at hand, in chronological order, accessible at a moment’s 
tice, a conveniently arranged mass of interesting documents, statements, pamphlets 
nd circulation figures, going to show what is claimed for a paper by its owners or 
sserted of it by its enemies and friends. By the aid of these and his familiarity with the 

bject it is always possible to pass the history of the paper in rapid review and com- 
rehend and measure the claims set up concerning its value to advertisers. 

4 new edition of the American Newspaper !‘irectory with circulation ratings revised 
nd corrected to date appears December Ist. 1is is the fourth quarterly issue for the 
thirty-second year of the publication. 


PRICE FIVE DOLLARS. 


rEORGE P. ROWELL & CO., Publishers, No. to Spruce Street, New York 

















ILLINOIS. 


Co HOME JOURNAT. excels as a me- 

dium for interesting a good class of people 
in the smailer .owns. Our 
pianos or organs—the sign of a refined and well- 
to-do home—and are naturally ‘eo —- r buyers. 
150,000 at 60 cents flat. W. B NKEY COM- 
PANY, Chicago, Illinois. 


MAINE. 


oe FIVE years old 





1899 biggest advertising 

ear yet—record of THE COURIER GAZETTE, 
Roc Hand Me., twice-a-week. We want your ad 
if we haven’t it already. No other paper can put 
it before so many readers in our corner of Maine. 


CANADA. 


( vANADIAN ADVERTISING is best done b 
E. DESBARATS J 


YERTISING AGE} 
Montreal. 











PORTO RICO. 


‘HE SAN JUAN NEWS, published every morn 





ay Monday, is the leading paper in 
Porto Rico. Printed in English and Spanish. 
The NEws was established in 1898 and hus a 


daily circulation exceeding 2,000 copies. A sworn 
statement shows a larger circulation than claims 
of allthe other Porto Rican newspapers com- 
bined. The high water mark of circulation was 
000 copies sold and paid for in one day. No 
other paper in all Porto Rico has as much cir 
culation or has as high a Prestige and influ- 
ence as the San Juan NEW The advertising 
rates are $50 aninch ayear. Seventy-nine and 
one-half columns of advertisements were in- 
serted in the Fourth of July eaition. Over 1,300 
Islanders contributed to the \NEws Galveston Ke- 
lief Fund. Sample copy and other information 
will be sent on request 


CLASS PAPERS. 


ADVERTISING. 


DRINTERS’ INK is a magazine devoted to the 
eneral subject of advertising. Its standing 
and influence is recognized throughout the en 
tire country. Its unsolicited judgment upon ad 
vertising matters is of value to intelligent adver. 
tisers as being that of a recognized authority. 
Chicago (IU) News. 

*RINTERS’ INK is devoted exclusively to adver 
tising—and aims to teach good advertising 
methods—how to prepare good copy and the 
value of different mediums, by conducting wide 
open discussions on any topic interesting to ad- 
vertisers. Every subject is treated from the ad 
vertiser’s standpoint Subscription price #5 a 
year. Advertising rates, classifie d 25 cents a line 

each time, display 50 cents a line. \4-page $25, } 








pa ge $50, whole page $100 each. time. Address 
RINTERS INK, 10 Spruce St., vw York. 
RELIGIOUS, 
BAPTIST. 
Augusta, Ga.,is read 


fe — GEORGIA BAPTIST, 

by more than 5,000 progressive negro preach 
ers and teachers in Georgia, South Carolina, Ala 
bama and Florida. Cire’n for 1899, 6,275 weekly. 








Displayed Advertisements. 


50 cents a line; $100 a page; 25 per cent 
extra for specified position if granted. 
Must be handed in one week in advance. 





Is Your Business Sick? 


Try TURNER'S TONIC—business literature 
written in his personal,impressive style that 
holds attention and BRINGS RESULTS. 
Wholesale dealer in ideas that pull busi 
ness. Something new and spicy always 
brewing. Write for a suggestion free. 


CLAUDE WATSON TURNER, 
1! Broadway, New York. 


subscribers own | 


PRINTERS’ 


INK. 


Results 


Are you satisfied with the results 
from your present advertising ? 

Are your circulars and boolets 
satisfactory ? 

Don’t you think they could be im- 


proved—in the matter, the style, 
the display, the printing? - 
Is your Office stationery all it 


should be—is it sufficiently neat and 
attractive ? 

If you are dissatisfied you surely 
need my services. 

I write, display and print adver- 
tising literature of all kinds and 
have built up an international rep- 
utation for excellent work 

I have the “knack” of doing it 
just the right way—the telling way 
—the profitable way. No fancy 
frills or flowery language i in the ads 
I write, but plain money-making, 
business-getting arguments. 

The best writing, best type, 
printing — producing the best 
sults. 

Try me once—you’ll be sorry 
didn’t know me before. 

Write for my fre booklet, 
Dollars a Thousand.” 


WM. JOHNSTON, 


MANAGER PRINTERS’ INK PRESS 


10 SPRUCE STREET, NEW YORK. 


best 
re- 


you 


“Ten 





A 

Circle 

Of 

Ten thousand 
Subscribers 
Is 
Better 
For an advertiser 
Than 

A fluctuating 
Circulation, though 
Greater, 

rate. 


Even at the same 


Put on your next list 
THE CHRISTIAN 
WITNESS, 

soston. 

You won't regret so 


doing. 
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Cann rnrnrm™ 
: EVANSVILLE, IND. POPULATION 59,007. 
NEWS 
Ee VIENING 
only afternoon paper in city. Reaches fifty towns in Southern 
Indiana, Illinois and Kentucky, Sworn circulation 10,118. Ad- 


vertisers always get satisfactory results. Rates right—write for them. 


EVENING NEWS, EVANSVILLE, INDIANA. 








vu 

Mcacacacacacacacacacaccacacacacacacacacaca® 
3 THE EVENING JOURNAL rs 
3 OF JERSEY CITY, hs 
3 ss 14, 486 ‘Sree beste 15140 = 
ZIIIINIEI INI INI ICNII NIN ANS 








THE 


Buffalo Review 


PROGRESSIVE 
COMPLETE 
POPULAR 


Reaches the intelligent Purchasing Public. 
g 


Buffalo Review Co., Buffalo, N.Y. 
Or W. E. SCOTT, Manager Foreign Advertising, 
150 NASSAU STREET, NEW YORK. 
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KANSAS IN 1900 


.8 the most promising field in the Union for the judicious advertiser. 
The people are enjoying a period of unexampled prosperity, and 
have the money to buy what the advertiser offers them. 


te TOPEKA CAPITAL 


Is the direct road to the best homes In Kansas. It reaches every city and county 
in the State, and in circulation, character and confidence of the people has no rival 


AVERACE CIRCULATION FOR isg9. 
Daily Edition, 11,484 Semi-Weekly, 16,540 
Sunday Edition, 12,434. 


POSTOFFICE FIGURES—Showing Newspaper Postage Paid in Topeka 
During the Year 1899. THE CAPITAL pays 52% Per Cent of the Whole 
or $537.89 More Than All the Other 45 Papers Together. 


wupe@apivan, ....-+.s « §$§.582.91 


SE excicnaicueess wweueseideessecceanesssdevestene eocee 
2. State Journal, weekly . y <edboueameatianne 

8. Democrat, daily CoSececccedecescvcccccccccscvccesececcoeoce 
Kansas Farmer, weekly....... 
The Advocate, weekly........... + pdsteonveewbedenne 
ee Oe NE, WHORE oc. coccescccccusccecessses ‘i 
one. na cunccordudesseureeedieestere=ss 
The Kansas Telegraph, w eekly. cbevebinewes 
i EE ccccetenscevsscceneressessceuesssessees soe 
State Ledger, weekly ceacouuesiene snaecnsessesnsdeusovess s 
Medical Journal, Dn <istrevhédésapeeabebunanerbensas 
Western Odd Fellow, wee kly.. povesshesosune 

’ The Plaindealer, weekly.................ssccseesseeeee 
Western School Journal, DEE suscivsasnses decennee 
Kansas Worker, monthly ......... +0 e9eeesoosoce 

. High School World, monthly . 
. Kansas F, A. & I. Union, monthl 
. Saving Health, monthly. 
Poultry Breeder, monthly « ocvcceccccocccescoscossosocos 
" Baptist Visitor, monthly . 
. Poultry West, monthly ieskonsenee 
Kansas C hildren’s Home Finder, monthly eoesceccecocce ‘ 

> WFOCECCOF, MOMEBLY..cccccccccccccs seccccccccccceccceccccess . 

. Ancient Order of SED cccccse-senecsouseeee : $4,645.02 
i ciccnccacetwcnctses e6eneceeees« ‘ 

26. Forsamlingen Budbarare, SS Kacadbecdsnccuneaceewes 
27. Kansas State Notes, monthly............-.seececceeveees 
28. Gleanings, quarterly Seees Coo rcccecccccccccccccccscccocece 
29. Volksblatt. weekly............... ese eaon 
30. The New Woman, monthly....... o *Seeescoocesse 
81. The Washburn Review, weekly .. cms ween 
32. Western Pigeon Review, weekly..........sseccccssesseees 
Se PR ON COE, WEG cc cccccccsccceccccccccccccces ° 
34. Kansas Messenger, weekly.. 
35. Kimball Family News..... 
36. Spirit of Kansas, weekly 
37. Colored Citizen, weekly. 
ES ne 
39. Shorthand for Everybody, a udeaeNeeeserres 
ey Fs NE 60.010: cccccvcescccccescessocoocs 
i I i van ceeccntncctebenganses teseeess 
42. Kansas State Sunday School Journal, monthly........ 
i . ccnccssGée. ecuddonssovesssetennses 
44. Kansas Churchman, nionthly..... 
ne ee Co oncwuueee reevesbenecesseuddeceeieud 


THE CAPITAL, in excess of all the other 45 papers combined $537.89 
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NEBBESS: 
















S. C. BECKWITH SPECIAL AGENCY, 


SOLE A‘ NTS FOREIGN ADVERTISING, 


“469 The Rockery, Chicago. 47, 48, 49 and 59 Tribune Bldg., New York. 
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Sworn Circulation. CANADA'S 
from Jan'y I* 1890 GREATEST 
toAugust 511900 ADVERTISING 





MEDIUM 
I890 17718 
891 20394 
1892 23.238 
1893 29,500 


1894 935.458 
1895 45.450 
i896 52.730 f 
897 54.846 = Modernand 
898 63.216 Best Equipped 
899 66.274  fanspprer, 
i900 @ 7. S29 onthe whole Continent. 
ACTUAL CIRCULATION, 
Daily, - - - 68,379 
Weekly Edition, - 40,000 


The circulation of ‘‘ LA PRESSE”’ exceeds by 10,000 copies 
that of any English Daily published in Canada, and exceeds 
also by 13,000 the combined circulation of the eight 
other French Dailies. 























Send for Rates and Sample Copies. 
Books open at all times for the inspection of advertisers. 


“LA PRESSE,” Montreal, Canada. 
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The goods and the medium 


meet !—you've heard folks say “‘ all 
will be well when they meet their 
affinity.”’ There’s an affinity between 
good goods and good mediums of 
advertising. 

Featherbone is the best substi- 
tute for whalebone ever invented. 
TOILETTES is the best fashion journal 
in America, absolutely practical. The 
best designs illustrating the use of 
Featherbone are appearing in ToIL- 
ETTES : What we do for one advertiser 


we can do for another. 


(Sample copy of TOILETTES free.) 


THE TOILETTES Co, 


170 Fifth Avenue, 
26 East 22d Street, 


New YORK. 
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THIS I$ ADDRESSED TO YOU 


HEN offering space in the SCR//’PS-McRAE 
W LEAGUE OF NEWSPAPERS we desire to 
submit a plain business proposition. The risks 

are many in every advertising venture and the enterpris 
ing merchant should carefully weigh all statements 
made _ regarding the various mediums in which he 
contemplates placing his advertising. There is no list 
of papers in the country that will aid the advertiser 


more willingly in investigating the circulation than the 


CINCINNATI POST, 
CLEVELAND PRESS, 
ST. LOUIS CHRONICLE, 
COVINGTON KY. POST. 


These papers have a combined daily guaranteed 
circulation of 293,262 copies, divided as follows: 


The Gincinnati Post, 133,288 
The Gleveland Press, 93,096 
The St. Louis Chronicle, 54,050 
The Covington Ky. Post, 12,828 


No list of papers in the country will give you the 


same service at such moderate terms. When you make 
up the list of mediums in which you intend placing 
your announcements we ask you to earnestly consider 
our publications. The cleanliness of the columns should 
make these papers very attractive for your business. 
They give the right service at the right price, 
Affidavits of circulation furnished upon application. 


F. J. CARLISLE, 


MANAGER FOREIGN ADVERTISING, 


SCRIPPS-McRAE PRESS ASSOCIATION, 


EASTERN OFFICE: WESTERN OFFICE: 


53 Tribune Building, New York. 116 Hartford Building, Chicago, III. 
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The TURN: 


ORDER. 


CALLED 


50 
~~ 
OFFICE OF 


THE BATH COUNTY WORLD. 
PRINTERS INK JONSON, a. xy.. 
New YORK. May 22, 190 

Dear Sir—Inclosed find postal money order for two dollars and seventy five cents 
in payment for a 50-pound keg of your news ink, which please ship at once by freight 
marked to 

THE WORLD, SHarpssurg, Ky., 
Via CARLISLE, Ky. 

We use a seven-column folio Improved Country Prouty newspaper press, made by 
Ww. G. Walker & Co., of Madison, Wis., and the temperature of our pressroom is usually 
75 to 80 degrees. We inclose a <¢ ‘lpping showing what the manufacturers of our press say 
of their ink prepared especially for their presses, but we are confident you can suit us 
at a much less figure, and so you get our order. Yours truly 

THE WORLD, per J. C. NELSON 





CLIPPING. 


is of the utmost importance to good work that 

INK = su have Goop «nk. Don’t Use Poor Ink! 
The re is a great variety of ink. Some presses re- 

juire stiff ink. Parties frequently write that they can’t get ink 











that works well, though they pay high prices. We now keep in 
stock ink prepare. 1 for our press, which we will sell ata reason- 
able price. It will pay you to keep it on hand. We send our 
Prouty Ink all over the United States. Printers say it is the 
best ink for the Prouty they have ever had. 
° 25 Pound Keg—Prouty Power Press Ink . . . $4.00. 
ACKNOWLEDGEMENT. 





PUBLISHERS Bato Co. WORLD, 
SHARPSBURG, Ky New YORK, May 24, 1900. 
Dear Str—Yours of the 22ndisat hand. Iam sending you fifty pounds of my news 
ink by freight to-day, and marked it via Carlisle, Ky., as per your directions. I hope you 
will try my ink as soon as possible, and favor me with a report on same. I feel positive the 
ink which I sell at 54 cents a pound will be as good, if not better, than my competitors’ at 
i6centsa pound. Awaiting your reply, I um, Respectfully, 
PRINTERS INK JONSON 


TESTIMONIAL. 
THE BATH COUNTY WORLD, 


PRINTERS INK JONSON, 
New YORK. 

Dear Str—Replying to yours of May 24, we have delayed answering your inquiry 
until we had had a thorough trial of your news ink. 

We can now tell you that we have used your ink, for which we paid you 53 cents per 
pound, and we have used other ink for which we paid 16 cents a pound, and your 5¢-cents 
ink is just as good as the 16-cents ink, and, if anything, a little better. 

All the ink we have purchased from you has given the best of satisfaction. We 
expect to send you another order soon. We like your method of cash in advance. 

Yours truly, THE WORLD CO., per J. C. NELSON 





SHARPSBURG, Ky., Nov. 16, 10), 





My News Ink is sold as follows: 
500 1b. Barrels . . . $20.00 1001lb. Kegs . . . $5.00 
250 lb. Kegs «- . . . 11.25 5Olb. Kegs . , . 275 
lb. Kegs » . $1.50 
Terms cash in advance e f. o. b. New York. 





When ordering, kindly state style and speed of press, also 
temperature of your pressrooms. 

If you do not find ink as represented your money will be 
refunded and also the freight and express charges. Send for my 
price list of job inks. Address, 


PRINTERS INK JONSON, 13 Spruce St., New York. 
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is one of two morning papers 
in Kansas that prints the /v// 
Morning Associated’ Press 
News. THE EAGLE has the 
largest circulation of any daily 


paper published in Kansas. 


AVERAGE (4,147 DAILY 





And prints 30 per cent more 
foreign advertisements and 
fifty per cent more local ad- 
vertisements than any daily 


paper published in the State. 


R. P. MURDOCK, Bus.‘ Mgr. Wichita Eagle. 





THE S. C. BECKWITH SPECIAL AGENCY, 
SOLE AGENTS FOREIGN ADVERTISING, 
47, 48, 49 & 59 TRIBUNE BLDG., 469 THE ROOKERY, 
NEW YORK CITY. CHICAGO. 
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—y—— Sporting Life 


is a recognized official sporting weekly publica 





tion. It has been established over eighteen 
years, has a circulation exceeding 40,000 copies 
weekly ; is clean, bright, newsy in contents, 
authoritative in oninion and leader in all lines 
of sport it caters to, and of which it is the 
foremost exponent and organ, The informa 
tion which it contains is always compact, accu 
rate, reliable and official. 

SPORTING LIFE in each issue throughout the 
year contains special articles and _ reviews, 
special correspondence from every city in th« 
country boasting of a baseball club, the aver 
ages of the players, inside news of all leagu 
club moves and legislation, the news, gossip 
and facts of everything and everybody con 
nected with baseball, supplemented by able 
editorial comment—all features that no other paper can provide. 

It also contains each week the latest events in the trap shooting 
world, scores in club competition, detailed reports of all important 
matches, complete accounts of all large tournaments; gossip of trap 
shooters, sportsmen, and those known generally in this line of 
recreation, and items of interest to the trade and value to the manu 
facturers. 

You will be able to find SporTING LIFE 
everywhere. Itis read in stores, factories, 
hotels, banks, insurance offices, hospitals, 
drug stores, doctors’ offices, railroad offices, 
lawyers’ offic es, clergymen’s studios, busi 
ness offices, colleges and schools, in clubs, 
and countless private houses, It is for sale 
everywhere and by all newsdealers from 
Canada to the Gulf and from Maine to 
California. 

Advertising rates 15c. a line; no time o1 
space discount. Publication day is Satur 
day of each week. Advertising forms close 
on Wednesday preceding. 

Send your orders through any reliable 


advertising agency or direct to 


Sporting Life Publishing Co., 
34 South Third St., Philadelphia, Pa. 
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as AAD ARARA SY 


THE 


® = ona 
© Wecember [edition 


1 American Newspaper Directory 


FOR 


1DOO 


Will be ready for subscribers Saturday, December 
1st. It is revised up to date. 


A Complete Catalogue of the Contemporaneous American 
Periodical Press. 
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THE RECOGNIZED AUTHORITY ON AMERICAN NEWSPAPER STATISTICS 
1,448 PAGES. 


Price, Five Wollars 


SEN}, yin PREPAID, ON RECEIPT OF PRICE. 
ADDRESS ORDERS TO 


CEO. P. ROWELL & CO., PUBLISHERS, 
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| THE GALESBURG ENTERPRISE 


| By Horace J. NEWBERRY. 


GALESBURG, Kansas, Oct. 30, 19 


PETER DOUGAN, NEw York. 
DEAR SIR—I inclose acceptance of your proposition. 
But why state that “1 can make the arrangement specified on 
page 2” when the American Newspaper Directory, PRINTERS’ 
INK, Geo. P. Rowell & Co., Ripans Chemical Co. and Peter 
| Dougan are all one and the same outfit or company, so 
closely related that a microscope of the most powerful lens 
would be required to separate the concerns into distinct 
bodies. There’s no publication quite so good as PRINTERS’ 
INK for the desk of a newspaper office as well as for the 
counting-room. Yours truly, 
HORACE J, NEWBERRY. 





STEVENSON MITCHELL & (CO., 


GENERAL AND FANCY DRAPERS, 
MILLINERS, DRESSMAKERS, GENTS’ & JUVENILE OUTFITTERS 
BOOT & SHOE WAREHOUSEMEN. 
S. M. & CO0., Q. T. EAST LONDON. 


(QUEENSTOWN, Cape Colony, Oct. 11, 1900. 


MR. PETER DOUGAN, Mgr. PRINTERS’ INK, 
1o Spruce St., New York, U.S. A. 


DEAR StR—Inclosed please find P. O. O. for five dollars, 
being one year’s subscription to PRINTERS’ INK. Please 
accept my best thanks for sending it so regularly. I would 
not be without it had I to pay ten times the amount. 

Yours faithfully, 


J. 


RAY. 





























PRINTERS’ INK. 


BUSINESS MANAGEMENT. 


How to get the full value of advertising by rightly conducting the business, and how to 
make business more profitable by a judicious system of advertising. 


By Chas. 
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It is certain that window dress- 
ng is one of the best methods of 
and of at- 
tracting attention to the dry goods 
More and more of the 
dry goods stores aM over the coun 
enlarg ng their facilities 
for good display, and each season 
I notice that many which 
before paid no attention to 


dveitising dry goods 
store. 


are 


stores 


hav S 


this matter are going into it very 
largely. 
The shape and size of show 
vindows have a great deal to do 
th artistic dressing, some stores 
ing much greater opportuni- 


ties to display goods to advantage 
than others which have very little 
re frontage in which to 
rge or well-arranged windows. 
There are, however, many prac 
tical points which every store that 
at all may observe 
add to the effect 
window displays 


use 


has a window 
id which will 
ness of their 
adopted 
In the experience of city 
chants the most attractive 
which can be placed in a show 
window is something living or 
motion. Inanimate displays of 


mer 
thing 


dry goods can be made beautiful 
or very striking, if properly ar 
ranged; but the public generally 
has a great curiosity to see any 


thing 


living, or anything in 
displayed in a show window 
ple are much more interested 


n the manufacture of goods than 


mo 





is ustially supposed, and they often, 
will stop in front of a show win 
dow to see something made. 
when any ordinary display would 
never catch their eyes. The met 
ropol'tan stores all recognize this 
fact and very frequently have win 
dows dressed with living persons 


Subscribers are invited to ask questions, submit plans for ¢ er ism, or to give their views 
upon any subject discussed in this department. 


Fones. 
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in them, or at least with articles 
and implements which are used 
in manufacturing the different 
goods displayed. 

About the holidays, particular- 
ly, we see in most of the large 
stores displays of this character, 
such spinning wheel turned 
an electric battery, or a crank 
worked by some concealed 1 


as a 
by 


one 


the window 
\lmost anything of this kind 
draws the eye of the passers. If 


a live person be placed in the win 
dow, performing some of even the 
ord’nary acts of life, a great num 


ber of people will stop to look: 
for instance, an old lady (or a 
child), sitting in a rocking chair 
knitting, with different kinds of 


floss and knitting silks displayed 
around her, would make an excel 
lent advertisement of these goods, 
and would draw a hundred times 


more people to see the display 
than any fancy show of knitting 
silks without the old lady would 
attract. 

There are so many different 


ways in which a window display 
of this kind can be designed that 
it is impossible for me to mention 
them all. Any person with a lit 
tle 


ingenuity can easily think of 
something d fferent from what 
has been used before and put it 


into practical operation in a show 
window connected with some line 
of goods 


* * * 


The cits to which he 
one of unusual size, and one which 
lad the reputation of being one of 
the 
n the country. 
city 


went Was 


greatest and most enterprising 
The stores in this 
grown to enormous 
proportions, and have the name the 


have 








5 PRINTERS’ INK. 


world over of being the cheapest 
and most liberal of any other. Yet, 
when the writer came to the larger 
city and began to look into the in- 
side workings of business, and no 
tice the different prices at which 
various goods were sold, he found 
that, although the stores had the 
name of be ng wonderful bargain- 
givers, and were known every- 
where by the name of great price 
cutters, ‘still, taking the stocks as 
a whole, these stores in the larger 
city, in nearly every instance, 
sold goods at a higher price than 
they were sold in the smaller town, 
and, almost without exception, the 
gross profits which the merchants 
made on the goods were from 10 
to 15 per cent higher than the mer 
chants in the smaller city could 
get. 

This seemed exceedingly strange 
and it set the writer to wondering 
how it was that this large city and 
these large stores should have the 
name everywhere for enterprise 
and low prices, while the stores in 
the smaller city, which sold the 
cheaper, were, as a rule, called 
high-priced and old fogy. 

As the subject was investigated 


a little more closely, however, he 
began to notice one thing—that 
there were some instances in 
which these large stores. sold 
goods wonderfully cheap, much 
cheaper, in fact, than the goods 
could be even manufactured at. 


This at first seemed a little queer. 
What could be the object of sell- 
ing goods at such ridiculously low 
prices? For instance. in one case a 
certain store advertised a_ well- 
known dress lining, which usually 
for 25 and 35 cents a yard, 
for 8 cents These goods cost a 
great deal more than this selling 
price, and what could be the ob- 
iect in taking so popular an article 
and disposing of it at perhaps one- 
fourth what it sells for in many 
stores fF 
The writer thought he would go 
to the store which made the offer 
ing and what information 
could be ga'ned on the subject 
When he got to the store he found 
it packed with eager buyers. not 
only around the immediate 
counter where the goods were be 
ing slaughtered, but the majority 


sells 


see 


of those persons who came to buy 
the bargains advertised had gone 
all over the store buying other 
goods which they might be in need 
of. 


On inquiring of the manager 
how the business was, he replied 
that it was splendid. ‘‘We are 


offering the people some bargains 
to-day which they cannot resist.” 

“But,” the writer asked, “how 
can you afford to se'l these goods 


which you advertise at so much 
less than cost?” 
The reply was: “Oh, that is 


only done to bring the people t 
the store. They will not come un 
less there is some unusual induce 
ment held out to them, but when 
they do come they buy enough 
goods at regular profit to moré 
than make up for the loss whi'cl 
we sustain on the linings.” 

A further careful examinatior 
into the matter and visits to se\ 
eral other stores where sales wer 
being conducted in a similar mar 
ner, showed that these larger 
stores drew almost their entir 
trade through holding out sucl 
inducements to the people. 

The merchants in this large: 
city make a totally different pra 
tice of price cutting from the mer 
chants in the smaller place. 

The merchants in the latter cit 
sell their all around ¢ 
reasonably cheap price. 7 
make no very great profit on an 
line of goods and gain no particu 
lar reputation for selling cheap 
for the people naturally expect 
that everything at a 


goods 


should be 
moderately low price, and they a 
never startled by having any very 
remarkable bargain offered then 
Just the opposite to this, tl 
stores in the larger city make a 
good round profit on nearly every 


thing they sell except those arti 
cles whch they hold ont as_ spe 
cial inducements to buyers. 


The people in this city are kept 
in constant excitement on account 
of the real sensations which these 


stores make week after week 
They will select some well-known 
and staple art cle and sell it for 


probably a half or a third of wha 
it usvallv costs to make it. On thi 
sale of these goods they, of cou 

calculate to lose a_ considerable 
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sum, but they gain the attendance 
of enormous crowds at_ their 
stores, and the liberal profits 
which they make on their other 
goods far more than compensate 
for the loss on the bait which they 
hold out to the public. 


ok * * 
Salesmen should try to know 
their business thoroughly. The 
salesman of to-day must neces- 


sarily know more about the goods 
that he is selling and the techni- 
cal points of the business than the 
salesman of twenty-five years ago. 
Intelligent salespeople are the 
real want of the merchant at the 
present time. They are really 
hard to get, and where they are 
secured they command good sal- 
aries. The intelligent salesman 
can nearly always count on receiv- 
ing double the salary that can be 
earned by the one who is not 
posted. 

Know vour goods thoroughly. If 
possible, try to know them just as 
thoroughly as the head of the 
store who is over you. Learn all 
the technical points of the manu- 
facture, of the real fibre of which 
the goods are composed. Be sure 
you know the value of the goods 
well enough to tell in a moment 
whether they are very cheap or 
only reasonably so. 

* * * 

Make your store look busy. Do 
everything in your power to get 
the name of being a busy store, be- 
cause business attracts business. 
People usually like to buy of a 
store that has the appearance and 
the name of being progressive and 
up to date. 

If your store once gains the 
name of being the center of at- 
traction in your town it will draw 
a great many more customers than 
if it should get the name of not 
being popular, even though the 
goods and prices in either case 
might be identically the same. 
People love success and are likely 
to trade with the store which has 
the appearance of being successful. 

* * * 


Watch your porters. Have 
good porters. See that your store 
is kept bright and clean as a new 
pin, and that your cleaning is done 


at the proper time, either after 
your customers have left the store 
or before they arrive in the morn 
ing. Do not allow your porters 
to commence cleaning so late that 
your customers are in buying be- 
fore the cleaning is done. Selling 
and cleaning cannot go on at the 
same time, or if they do it is at 
the detriment of one or the other. 
* * * 


Novelties are one of those things 
which give your store a good repu- 
tation and which bring trade. 
Novelties sell well early in life, 
and, therefore, you want to be one 
of the first to introduce them, and 
after they have run their course 
you want to be the first to get rid 
of them and get something else 
that is new. 

Do not, however, mistake oddi- 
ties for novelties. There are some 
things that are very odd, but at 
the same time very useless and 
very unattractive. But this is not 
the kind of goods you want to get 
hold of. 


* * *x 
San Francisco, Cal, 
Mr. Charles F. Jones, New York: 
Dear Str—I should like to know how 


to use a counter properly; also how to 
count threads of any and all materials, 
and tell the difference in the value and 
quality of material. (Signed) D. 

I do not exactly understand my 
correspondent’s first question, but 
persume he wishes to inquire 
whether a counter should be used 
solely to show goods on as they 
are inquired for by the customers, 
or whether they should also be 
used for general display of goods, 
as is customary in some places. It 
depends somewhat upon the nature 
of the goods which are upon the 
shelves behind the counters as to 
how the counters may best be 
used. There are many goods 
which, to show them to the cus- 
tomer properly, require a_ clear 
counter, free from all obstacles in 
the way of display. There are 
other goods wh‘ch are much easier 
sold by having an elaborate show 
of them on the counter, and in 
either case the arrangement will 
have to be governed by the stock. 
Notions and small wares are 
nearly always best sold by mak- 
ing a big counter show. Other 








goods, such as umbrellas, can 
properly be placed so as to almost 
entirely cover the counter space. 
When it gets down to showing 
such goods as silks or underwear, 
it would appear best to have the 
counter free of anything else, so 
that there may be room to open up 
and spread out the goods before 
the customer. 

As to how to count the threads 
or tell the value and quality of any 
and all materials, this is a ques- 
tion far beyond my ability to 
answer. The threads of linen and 
domestic goods are usually 
counted through what is called a 
linen glass. That is, a small glass 
so arranged that it can be held be 
tween the eye and the material 
and the threads are thus magni- 
fied to such an extent that they 
can be easily counted. The glass 
has a frame work below it, which 
only exposes to view a certain por- 
tion of the cloth and the number 
of threads which are thus shown, 
multiplied by one hundred, make 
the number of threads in the fine 
ness of the material. For instance. 
if you count through a linen glass 
twenty-one threads in the material 
then the material is what is called 
“2100 linen.” 

As to telling the difference in 
the value and quality of any and 
all materials, I can only say that 
experience is the only way in the 
world by which such a knowledge 
may be derived. There is no 
golden rule by which one can 
master it. Many of us have made a 
study of the subject for dozens of 
years and still have the mortifica- 
tion to find ourselves mistaken 
every once in awhile. I believe a 
man might study one or two lines 
of cloth all his life and then not 
be perfect in that respect, and 
would once in a great while find 
out that he was mistaken in his 
judgment. The man who could tell 
the exact value and quality of any 
and all materials would be worth 
$50,000 a year to some of the large 
houses. 

~ k x 

Messrs. Loveman, Joseph & 
Loeb are doing some very good 
advertising in the daily papers of 
Birmingham, Ala. One or two of 
their large advertisements that I 





RS’ 


PRINTE 





INK. 


have noticed have avery metropol 
tan appearance. They are tast 

design, well written and ought t 
sell dry goods. Some of the bis 
advertisers in New York and othe 
places m'ght even get pointer 
from the little city of Birminghan 

Variety, change, constant new 
ness are features which go to mak 
up life in the present day. 

The retail store that is to be 
must watch carefully th: 
it does not fall into the rut an 
repeat the same thing over and 
over again. I do not believe in 
house deserting old and _ estal 
lished forms of merit without due 
consideration, but in new display 
new methods are just as good o1 
better than the old, and adding 
to the store the idea of freshnes 
they will be a great help in plea 
ing the masses of the people. 


success 


Every one, no matter of wh 
temperament, dislikes monoton 
You might be very fond inde¢ 


of some particular dish, but if 
appeared on your table day aft 
day for an indefinite length of tim 
you would soon tire of it. If th 
dish were a staple one, which cot 
posed one of the fundament 
things of life, such, as for 

stance, potatoes, the monotony 


having potatoes over and oy 
again could he varied so as t 
make the dish a new one alny 
every meal. If a person wanted 


to use potatoes the year round h 
would soon tire of them if cooked 
the same way and served in o1 
particular manner; but if fried p 
tatoes were served ‘to-day, boil 
potatoes another day and scalloped 
potatoes some other day, tl 
change in style, etc.. would add 
a new life and a good taste to tl 
staple article which you woul 
never have if they were alwa 
cooked in one particular way 

It is the same way with 


goods in your store or in your 
show windows If you alw 
comes monotonous to the pull 


cisely the same style it soon 
comes monotonous to the publ 
and the people will pass without 
pausing to glance at it. 

If however, one week you h 
your show window arranged 
one manner and the next week 














another; if 
goods, the next week another; if 


one week one price 
me week the whole window is of 
ne price, or one color, or one 
tyle of goods, and the next week 
variety of styles, this would add 
1 change which would keep it con 
tantly before the people’s atten 
tion. Repeating this same idea 

th constant changes is the way 
to make your store popular. It is 
lso the way to handle not only 
your windows, but the business 
ide the store and the advertise- 
nts. If advert'sements always 
1k alike, alwavs present the 
same style, they very soon become 
resome to the readers and _ fai 
) attract the attention they should 

constantly varying everything 
vhich would add what is known 
he world over as the spice of life. 


} 
r 


Advertising in dull times. How 
to do this successfully for a gen 
retail store is a difficult sub 
ject to properly decide. It is at 
the same time a subject upon 
which there is a great diversity of 
opinion. 

By dull times I mean the seasons 
f the year when trade is usually 
not so brisk as it is at other times 
\t these times some merchants 

rgely increase their advertising 
expenditures Others continue 


hout the same as in busy times. 
Business discretion should, of 
‘ourse, be used by all, but. as a 
ule, I believe that those who do 


the most advertising at these times 

ve the best of the argument and 
n bring up more good reasons to 
support their side than the others, 
If the purpose is to draw trade 
hen why not advertise when you 
need trade the most? Of cours 
his rule, as I have already said 
s subject to the surroundings and 
the circumstances. I realize that 
n dull times it is much harder to 

ng people to the store, but that 
is One reason why more advertis- 
ig should be used or better ad- 
vertisements should be used, for 
it is not always necessary to ex- 
tend one’s space where the same 


result may be accomplished by 
us'ng the same space in making 
the dvertisement attractive 


If possible, in dull seasons more 
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inducements should be héld out to 
the customer than in brisk seasons. 
More care should be used in se 
lecting articles to be advertised, 
and more thought should be given 
to advertisement; to bring trade 
to your store; but, however, you 
may view this subject, for | know 
a great many shrewd business men 
view it exactly the opposite way 
from which I have mentioned, do 
not, under any circumstances, drop 
your advertising entirelv. 

Advertising. to a large extent, is 
accumulative in its benefits, for the 
value of present advertising de 
pends largely upon what has been 
done before. If you discontinue 
advertising entirely you are leav 
ing out some of the bricks in the 
wall which you are constructing, 
and will lose a large portion of the 
benefits of accumulative advertise 
ments when you begin aga‘n, there 
having been a_ disconnection in 
what you did before and _ that 
which you now intend to do. 

The benefits to be derived from 
advertising are in the futurg as 
well as what you may get at the 
present. Advertising is something 
like making a _ snowball: the 
farther you go the bigger it grows 
If, after you have rolled vour 
snowball a little distance, you 
then stop rolling it and begin an 
other one, you are expending an 
extra labor instead of accumu 
lating, while if you had kept on 
rolling the old ball it would soon 
grow to much larger proportions 
than any new one you could start 
It is poor policy to ever stop ad 
vertising altogether. In dull times, 
as I have said, if the amount ex 
pended must be decreased, more 
care than ever should be used in 
the preparation of the advertis 
ments. When the fish is harder 
to catch then be more careful in 
selecting your bait. 

The way to advertise is an im 
portant point to consider. In dull 
times make your offerings just as 
attractive as you know how andad 
vertise seasonaLle goods such as 
would be of immediate use. It is 
hard enough to sell unseasonable 
goods when people buy freely, but 
it is much harder tc push them to 
any great extent in unfavorable 
times 
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[\MUWAYS 
WORKING 


Did yon ever stop to consider the advantages 














. that street car advertising has over newspapers ? 
Newspaper advertising is effective fora few hours 
after the publication of the paper—that’s all. 
Not so with a street car card. It talks to the 
public 


365 DAYS 


in the year 
AND 24 HOURS PER DAY 














Street car advertising is never idie. That's only 
one advantage—there are many others, 

Of course you understand that street car adver- 
tising, to be effective, must be placed where it will 
do the most good. Our experience in this business 
is large, and we will gladly furnish information 


upon the subject 





Geo. Kissam & Co. 
253 BROADWAY, NEW YORK. 


Written by T. M. Watson, New Brunswick, N. J. 
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Carerulll 
‘\qlyYOrlisers 


are those who invest good 
dollars after thoughtful 
consideration of the best 


mediums. 





You'll be in 
Good Company 





If you get into the 
Street Car System of 


It’s Advertising That Pays 
Because It’s No Experiment 


Let us tell you more about 
it at any of our offices o1 


by mail. 


Written by Thomas Johnson, Lexington, Ky. 
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Four Insertions Gratis. 





An advertisement contracted for to 
appear in Printers Ink for the year 
1901 will be inserted 


) at i 


in all the remaining issues of 1900. 
Address 
PRINTERS’ INK, 


10 Spruce Street, - - - New York, 
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ISSAM 
EEPS 
INDLING 


The flame of success for those who 


PPRECIATE 
RTISTIC 
DVERTISING 


which will reach the throngs of all people who 
must use the cars of the International Traction 
Company in Buffalo, Niagara Falls and Tona- 
wanda at the Pan-American Exposition. It 
takes but a low rate to have the 


LAME 
ANNED 


URIOUSLY 


Does a magnificent concourse of people of 
an international character, to last from May to 
November, 1901, mean aught to you asa fit oc- 
casion to lunch an advertising boom? 


Get rates and make contracts now. 


0000008 
ecececece 


GEO. KISSAM & CO. 


378 MAIN STREET, BUFFALO, N. Y. 
Telephone Seneca 1810. 


Written by Calvin H. Mills, Chicago, Il. 




















